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NESCO 


ET KITCHENS 


os | <= |} Starting this month, full 
pages, many of them in 
color, in these leading na- 
tional, women’s and farm 
magazines, will carry the 
message of Better Kitchens 
_— «~ /{ to millions of housewives. 








Every month throughout 
the year hundreds of cus- 
tomers and prospective 
customers in every mer- 
chant’s community will 
be told the story of Nesco 
Better Kitchens and of how 
the Nesco Oil Cook Stove 
and Nesco Royal Granite 
_ | Ware will lighten their 
+] kitchen duties. 








If you have not yet sent 
for your copy of our hand- 
some book ‘“‘Nesco Better 
Kitchens” write tous. Also 
ask about our new win- 
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HARDWARE AGE 





She gave the luncheon ... after all! 


HAT a grand idea to give 

a luncheon for Nancy 
Ellen with all her old friends 
invited! Let’s see, how many 
would there be? The two 
Crosby girls must surely come. 
So must the Allens and the 
Scotts and Helen Rowland. 
Ten at the table! Why, ten was 
too many. She hadn't silver- 
ware enough. 

She would have to forget her 
luncheon. Unless—why, unless 
she got the silverware! Not 
having enough was ridiculous, 
anyway. 


Salesrooms: 





AN EASY MATTER TO MAKE YOUR SILVERWARE COMPLETE 
It is truly quite unnecessary to let lack of silverware stand in the way of 
the entertaining you would like todo. It is both easy and inexpensive to com- 
plete your silver service with ‘'1847 Rogers Bros.’’—and to make it correct. 

You may purchase in quantities as small as you desire those niceties of 
table setting—the coffee spoons, salad forks, bouillon spoons, ice cream 
forks and serving pieces. Thus, a little at a time, you may make your silver 
service equal to any occasion. You will find this finest silverplate rare in 
beauty. Its durability has been an accepted fact with four generations of 
American hostesses. Its possession is a tribute to your good taste. 

And when you need more pieces, it will still be easy to provide them. 
Leading dealers always carry the newer patterns of ‘1847 Rogers Bros.”’ 
Write for booklet w 4 , Etiquette, Entertaining and Good Sense. It is full of 
suggestions for successful entertaining. It is free. Write for your copy 
today. INTERNATIONAL Sitver Co., Dept. E, Meriden, Conn. 


~~ . — 





“==. 1847 ROGERS BRO 


SILVERPLATE 





March 26, 1925 








Canada: 
International Silver Company 


of Canada, Limited 
Hamilton, Ontario 


The response of the buying public to the advertising of 1847 Rogers Bros. Silverplate is tremendously impressive. The 
above advertisement in colors on the third cover of the April 4th Saturday Evening Post and the May Ladies’ Home Journal 
is one of this sales-producing series. 
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Vaughan & Bushnell Vanadium Ham- 
mers are the aristocrats among hammers. 
Made from special formula vanadium 
steel—handled with the best grade hand- 
shaved second growth white hickory— 
designed with a special non-slip claw 
that grips either a brad or a spike—and 
equipped with a Vaughan’s Expansion 
Wedge that firmly locks the handle tight 
—they are the first choice of the me- 
chanic. 


V & B Unbreakable Planes bear the same 
reputation as V & B Vanadium Hammers. 
They are drop forged—not cast—from a 
solid bar of V & B Supersteel, and stand 
the falls and accidents that would break 
an ordinary plane. They are furnished 
with all vanadium steel blades and wal- 
nut handles in the sizes you'll want. 








Two tools that are profit makers in the 
quality class! 
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VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 
(Makers of Fine Toots 
2114 Carroll Ave. ~ ~ Chicago, Ill. U. S.A. 
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a in the foreground 


EVERYBODY who was in 
Syracuse during the New 
York State Fair last fall saw 
store window after store 
window full of striking dis- 
plays of Eveready Columbia 
products. 


Fairs are great feature 
aenee Seuire wtaiow events. Every wide-awake 
merchant ties right in with 
them. There’s an Eveready 
Columbia fair running right 
now in the magazines and 
newspapers of America. 
Stage a window display of 
Eveready Columbia prod- 
ucts and tiein with this ad- 
vertising that never stops. 
Connect up and start it 
working for you. 

When you order Eveready 
a Columbia products from 
your jobber, be sure to order 
window display material. 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, Inc. | 


New York San Francisco 


Atlanta Chicago Dallas Kansas City 
Canadian National Carbon Co., Limited, Toronto, Ontario 


4 4 EVEREADY 
= COLUMBIA 
= Dry Batteries 


-they last longer 
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Kieffer Brothers’ store 
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SAW TOOLS AND 
SAW SPECIALTIES 
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°°A Perfect Saw for 
Every Purpose”’ 
UY these better Saws and 


Tools for your saw and 
tool trade. 






























i; 98 Neo. 51. Ship | Point ’ 





They are not only original in 
design, distinctive in character 
and of scientific construction 
throughout, but they are also 
mechanically correct in every 






No. 21. Metal Cutting 
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OK detail. 
ee 100. Flooring Saw 2 : ‘ 
Atkins — A Profitable Line pS Suepontery Manty Bas 
It is easy to sell Atkins Saws, » e. ae 





Cable Saw 


Saw Tools and Saw Specialties 
because they are recognized by 
master craftsmen as the high- 
est in quality. 


Send For Atkins Catalog 
The most complete catalog of 








am. 


, 
Saws, Saw Tools, Saw Spe- No. 3. Nest of Saws 


















cialties, Corn Knives and 
Grinding Wheels, containing 
Re ek 268 pages, is yours on request. 
——=—=— : Send for it. 








Make your store saw and tool 
beadquarters 


Send for Dealers’ Bulletin No. 24 
and Personal Service Letter Blank. 


bs Pruning Saw 


No. 11. 














Hand Saw Filer 


ee RUNS & COMPANY 


3 ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 


ee Cr 








-Machine Knife ete 0 Home Office and Factory: Canadian Factory: 
| _ Lancaster, N. vee Nae Indianapolis, Ind. Hamilton, Ont. 
oy BRANCH HOUSES 
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NICHOLSON 
Advertising 
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WE BELIEVE that the story of 
NICHOLSON Files will reach 
every possible type of tool buyer in 1925. 


The Saturday Evening Post and Collier’s will 
carry the message to MILLIONS in their homes. 





The Country Gentleman and state farm papers 
will broadcast the news throughout the agricul- 
tural sections of the country. 


Through Scientific American, Popular Science 
Monthly and Popular Mechanics we are reaching 
a concentrated tool buying audience. 


Through metropolitan newspapers we are cover- 
ing the principal buying centers. 

And through a carefully selected list of trade 
journals we are talking to men in the shops. 


_ They simply can’t get away from the striking 
“8 @ 4 lithographed cut-outs we are furnishing hardware 
‘ Z BY 


dealers for their windows. 





In fact, NICHOLSON Files will gain prestige as 
never before during 1925. And it’s up to you asa 
distributor, to get your share of the “windfall!” 


NICHOLSON FILE CO. 


Providence, R.1., U. S.A. 


HOUSEWIFE 
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American Screw Co. 


PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST. CHICAGO, ILL. 
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CE 
TRON go STANDARD 
OF THE WORLD 
Phin and Ormments! Hundreds of Hardware Dealers °°? F=* @ 
Are Making 
From One Hundred to Several Thousand Dollars Annually 











Selling Stewart’s Iron Fence and 
Miscellaneous Iron and Wire Work 


Why Don’t You Get Your Share of This Business? 
The Opportunity Is Yours—All It Requires Is Effort—Push and Perseverance 


LOOK! om New _ os For Hospital Grounds OPPOR- 
ountry tates Water Works — _ Reservoirs 

Here are a Property Line Divisions Insane Asylum Grounds TUNITIES 
f < Back Yards — Church Property Institutions (All kinds) like these 
ew places Residences of Farmers Factories — Base Ball Parks are within 
where iron School Houses — Cemeteries Railroad Property — Bridge Approaches 

Cemetery Lot Enclosures Monument Enclosures your Trade 
fence Family Burial Grounds Fair Ground Enclosures—Athletic Fields Territory 
e Court Houses Retaining Walls as - 
1s sold Jail Yards — Parks Colleges and Universities Sell Them 


ga TO REPLACE ALL THE OLD WOOD FENCE NOW IN YOUR TOWN—WHICH YOU CAN DO, 


When you think of the many places where iron fence is used, is it any wonder that we are re- 
ceiving more and more orders year after year? And a large per cent ofthese orders are being 
sent in by Hardware Dealers, because their customers are the very people who buy iron fence. 
You can sell your customers fence for their homes and in many cases other Iron and Wire Work 
that will bring you a good profit. Make the sale of Stewart’s Fence and Products an active 
Department of your Hardware business—it will pay you. Our products are all sold from cata- 
logue and consequently you make this additional profit without investing a dollar in stock. 





Write us today for dealer’s proposition. 


WE ALSO MANUFACTURE CHAINLINK WIRE FENCE FOR 


Factories, Schools, Playgrounds, Hospitals, Golf Courses, Tennis Courts, Reservoirs, Cemeteries, Estates, 
Back Yards, Divisions, Athletic Fields and for all Properties requiring FENCE PROTECTION. 









Tae NTEWART Iron Works (Gupaui 


i, Rodel -i-te)-7- a a8) 


: CINCINNATI, OHIo. U.S.A. 
The World’s Greatest Iron Fence Builders’ 
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ASPHALT 
ROOFING 


These Brands are well known wherever prepared 
Roofing is sold. They have won the favor of the trade 
through their uniformly good quality and the satis- 
faction given in actual service. 














Our various brands cover the field:— 


WITH—An extra quality—for those who demand real goods. 
A standard grade—equal to most “best” grades. 
A competition grade that can’t be beat for the money— 
A popular priced sand coat roofing in light, medium, heavy. 
An extra heavy slate surface in green, red, or blue black. 
Also Asphalt Shingles, Tarred Paper, Sheathing Paper, Sla- 
ters Felt, Asbestos Building Felt, Mill Board, Roofing 
Cement, etc., etc. 


Shipments from Chicago, Ill., Erie, Pa., or Cleveland, O. 


THE GEO. WORTHINGTON CO. 


CLEVELAND OHIO 
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You can tell 
by the ‘hang’ 


It’s a 
Maydole 


‘Lo carpenter or machinist can tell a Maydole 
without even looking at the name on the head. 
Years of specialized experience have given it a 
distinctive quality that cannot be duplicated. It 
is the work of craftsmen who have spent a lifetime 
making the best hammers that their skill plus the 
finest steel and hickory can produce. 


Since eighty-two years ago, when David Maydole 
perfected the first adz eye hammer, it has been 
the single purpose of The David Maydole Ham- 
mer Company to make the best hammer. The fact 
that it is the largest exclusive hammer manufac- 
turing company in the world indicates how nearly 
this ideal has been approached. 


As a natural result, the Maydole is considered the 
standard by your most influential class of custom- 
ers, the men who use and appreciate fine tools. 














It’s to your advantage to sell them the hammer 
they know and want, the Maydole. 





The Maydole Machinists’ 


Perfect ‘‘hang,’’ toughness, 
end long wear are qualities 
of the Maydole Nail Ham- 
mer that make an enthusi- 
ast of every user. Head is 
of finest press-forged steel, 
specially tempered at each 
end according to the work 
it is to perform. Handle 
is of clear, second-growth 
hickory perfectly air-dried. 


7646 


Send for free pocket handbook 23 “C.” 


THE 
DAVID MAYDOLE HAMMER CO. 


NORWICH NEW YORK 


Hammer is made of selected 
steel, press - forged, and 
tempered separately at each 
end for the particular work 
it is to perform. Expert- 
enced tool users know it’s 
the hammer for years of 
tough service. The handle 
Is of clear, second-growth 
hickory, perfectly air-dried. 
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(ALL GALVANIZED) 


Enable you to supply your trade with a fencing or 
netting that is Durable, Rustproof and Attractive 








W. W. POULTRY FENCE 
The New Form of Mesh 
_ hang straight and tight from post to post. Requires no rail at top or bottom. Will not stretch 
out longer at the expense of width as is generally the case with the ordinary forms of mesh. 


W. W. Poultry Fence is made full width and always remains so. The horizontal wires where the strain 
comes are a full size heavier than the cross wires. The truss formation takes care of the contraction and 


expansion problem. 
WICKWIRE GRADUATED POULTRY FENCE 


Combines both Large and Small Fences All in One 


H*s eight spaces of one and one-eighth inch mesh at the bottom, graduating i one and one- 
half, two and one-quarter to three and three-quarters inch mesh at the top. Acts both as a barrier 
against the straying away of the poultry and wn as well as a protection to them against prowling 
animals. Woven and galvanized on the same principle as W. W. Poultry Fence with no ends of wire 
to rust nor sharp bends to crack the galvanizing. 


HEX NETTINGS 
The Perfect Formed Mesh 


i. the manufacture of Hexagon Mesh Poultry Netting we have a very large capacity, and with the 
most modern equipment in machinery and apparatus for putting the goods up, we have succeeded 
in placing upon the market a Netting of the highest grade. 


WICKWIRE BROTHERS, CorTtanp, New York Sw 
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HARDWARE COMPANY 


STEEL FISHING 
FISHING REELS 
RODS 


HARDWARE COMPANY 























No. F 
B42, 9, 9Y¥e, 10 Ft. 





No. 150 FLY 


Single Action 60 Yds. 





Seemed —— 


cemencamcin gm 


No. TR 
814 and 9, Ft. 














3 m No. 250 CASTING 
ae es 


Quadruple Multiplying 80 Yds. 





No. BBCGG 
4, 4, 5, 52, 6 Ft. 


>. — | 





a “ 


VIM No. 75 CASTING 
4, 5, 6, 7, 8, 9 Ft. Double Multiplying 60 Yds. 














HARDWARE COMPANY 





TORRINGTON, CONN., U. S. A. 


NEW YORK OFFICE - 151 CHAMBERS STREET 
Established 1854 Incorporated 1864 
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KAMPKOOKS BIG SISTER 
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Increase Your Stove Sales 


with Kitchenkook 


Built by the makers of the well known American 
Kampkook, Kitchenkook has the advantage of the 
experience which has made Kampkook the biggest 
seller in the camp stove field. 


Kitchenkook meets the universal demand for a 
stove that is different and better. It brings you 
all the features you have sought but failed to find 
in liquid fuel stoves; convenience, economy, clean- 
liness, safety and speed—so to 100 per cent faster 
by actual test—faster than city gas: One or all 
burners going full speed in two minutes. No 
chimneys, no wicks; nothing to renew or replace, 
no service calls. 


For thousands of dealers Kitchenkook has demon- 
strated its ability to build up a really profitable stove 
business. Write for catalog on the complete line 
and name of nearest distributor. 





Kitchenkook advertising is bringing the 
facts about this faster and better stove to 
prospective buyers everywhere. Every 
Kitchenkook dealer should have a copy of 
our booklet showing newspaper ads, picture 
slides, cuts, window and counter displays 
and other helps which are supplied to deal- 
ers on request. Write for your copy and 
let us tell you how you can tie up with 
Kitchenkook advertising. 





American Gas Machine Company, Inc. 
Albert Lea, Minn. New York, N. Y. 
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The Steel 
Counts 


Never forget that the steel in 
QUIKWERK Tools is dis- 
tinctly better than the av- 
erage steel in the average tool. 


The steel naturally costs us 
more—but the tools cost you 
no more. 


See our distributors’ section 
in MacRae’s Blue Book 


The Warren Tool & Forge Co. 
240 Griswold St., Warren, Ohio 


Sledges Picks Mattocks Bars 
Blacksmiths’ Tools Chisels Hoes 
Tongs Hammers 
Woodchoppers’ Tools 
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Children’s 
Vehicles 





ioneer Line’ 




















Wagons 
Velocipedes 
Scooters 

Tot Bikes 
Hand Cars 
Doll Cabs, Etc. 
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complete 
See the complete line at Gendron 
NEW YORK OFFICE 7 E. 17th St., New York City line of 























ST. LOUIS OFFICE 605 Equitable Bidg., St. Louis ~ , 
BOSTON OFFICE 51 Portland St., Boston Children’s 
LOS ANGELES OFFICE 747 Warchouse St., Los Angeles } | 
SAN FRANCISCO OFFICE 180 New Montgomery St., San Francisco V hi ] 
DENVER OFFICE 311 Jacobson Bldg., Denver e es. ’ 
CHICAGO OFFICE Room 939, American Furniture Mart 

PHILADELPHIA OFFICE 210 N. Broad St., Philadelphia 





They sell 


better. 
—also — 


Chicago Toy Show THE GENDRON WHEEL CO., TOLEDO, 0. 
Rooms 604, 605 and 606 \ Zi 
MORRISON HOTEL 


April 13 to 27 























March 26, 1925 HARDWARE AGE 17 











Simplified 
Accounting 
Plan Protects 
Your Profits 











skioindntees 


A Simplified 
Accounting Plan 
for 


~ Where~oh where 9” vor Bone 
did my profits gos 


Does your income tax returns show that you’ve been Same Sit 
guessing about your profits? Thousands of hardware 
men know where they stand every day. They use the 


/ 














Mail coupon for booklet 


Burroughs Simplified Accounting Plan. , —"A Simplified Account 
e . r 
This plan was built for the hardware man. It stops leaks ness.” Tt tells ‘how the 

. urrou 1 
and losses—prevents errors—watches expenses—in- counting “Plan will help 


you make more money. 


creases profits. And it’s so simple that you can get a 


profit and loss statement in an hour or two, any day. See ne oe 
:Burroughs Adding Machine Ce., 


Let a Burroughs representative show you how other hard- '6612 Second Blvd., | 
° ° ' Detroit, Michigan. , 

ware dealers are using this plan. Call our local office, or S saiemienaaneiiieia sisal 
mail the coupon. “A Simplified Accounting Plan: 
BURROUGHS ADDING MACHINE COMPANY iieericesiuercssveenensey 2 


DETROIT, MICHIGAN 
ee ; 
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ADDING - BOOKKEEPING : CALCULATING AND BILLING MACHINES 
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“She Netting Skat Stands 


Customers are quick to grasp and appreciate the remarkable advantages of U. S. Poul- 
try Fence once these are called to their attention. These outstanding sales fea- 
tures will aid you in selling U. §. Poultry Fence with the minimum of effort. 


Superiorities of U. S. 
Simplify Selling 


It’s All in U. S. Poultry Fence is built like a Farm Fence. Line 
ing Te wires run parallel the full length of the roll. The in- 
tertwisted, reinforced joints lock the line wires so firmly 
together that they cannot slip or spread. This superior 
construction is found only in U. S. Poultry Fence. 





-~ U.S. Poultry Fence requires no top rail, no baseboard. 

a _ — d It stretches like Farm Fence, without buckling, bagging 

ee sagging. The tighter you stretch it the better it 
looks and the better it stays. 


Rolls Out U. S. Poultry Fence rolls out flat like carpet. It cuts 
Flat Fl without waste. The neat, compact rolls occupy one- 
eae | space than old style netting. 


Costs Less With all its superiorities, U. S. Poultry Fence costs no 
“Put Up” more. Really it costs less “put up” for it requires no 
p wood frame and fewer posts to erect it. 





A Rees te The neat, symmetrical appearance of U. S. Poultry 

be Proud of Fence appeals instantly to all buyers. It is easy for a 
customer to picture just how well a fence made of U. S. 
will look upon his own place and when he weighs all 
of these features, there can be no doubt in his mind 
which fence he will buy. 


There are few items in your store which will sell as readily, 
as profitably and as satisfactorily as U. §. Poultry Fence. 








Indiana Steel & Wire Company 


Muncie, - - Indiana 
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F surpassing beauty ... yet moderate cost . .. BUCKEYE ALUMINUM 

WARE presents a very exceptional value in modern cooking utensils. 
In the manufacture of aluminum kitchen essentials, the name BUCKEYE 
has endured for more than twenty-five continuous and successful years. ..a 
name that fully merits the confidence accorded it by reputable dealers and 
discriminating purchasers wherever it is sold. 


THE BUCKEYE ALUMINUM COMPANY 


WOOSTER, OHIO 
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NDURING worth at reasonable 
cost—is the correct standard of 
value by which any merchandise 


should be judged. 


Measured by such a standard, Buck- 
eye “REAL SOLID” and Buckeye 
“EUREKA” Aluminum Cooking 
Utensils completely evidence their 
merit as the logical Aluminum 
Kitchenware for you to handle—-and 
substantially profit through doing so. 


Each piece that bears the Buckeye 
quality mark is of strictly first grade 
aluminum stock and guaranteed full 
weight. In each piece is apparent the 
thorough workmanship available 
from only expert craftsmen. 


The diversity of shapes and sizes, the 
array of attractive designs, provide 
for your customers a selection from 
which they are sure to make a satis- 
factory choice—both in pride of 
possession and in the lasting service 
they will derive from their purchase. 


aN 


The Buckeye 


Aluminum Company 


WOOSTER, OHIO 
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PEERLESS SPIRIT 


There is about Peerless a spirit of close hu- 
man contact, of personal cooperation and serv- 
ice, that maKes a business association with 
Peerless mean far more than the ordinary rela- 
tionship. 


Producing electrical equipment of highest 
possible standard is the constant purpose of 
those charged with the conduct of the Peerless 
Company. Highest quality plus Peerless spirit 
are the reasons the same names of Peerless 
friends appear so consistently upon our sales 
records year after year, many of them during 
the entire history of the company, extending 
over aquarter of a century, 


We will appreciate the opportunity of telling 
eo —/ Peerless customers become Peerless 
riends. 


The Peerless Electric Company 
Warren, Ohio, U.S.A. 





ENERATORS 
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See. eee eres 


Window Display of the 


sj Troy Light Co., Troy, N. Y. 
2 Notice the pillar of cartons } 
in the corner. : 
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From $1200 to $7500 a Year > 


In 1918 the Troy Light Company of Troy, tition, too, but the stimulating effect that 
N. Y., considered its incandescent lamp sales Hygrade lamps have on sales effectively dis- 
of $1200 a year very good. regarded it. Indeed. business has increased 


Sei 


wi 
rf 


java 





Then Hygrade lamps took the place of the 8° rapidly that Mr. Schwebel, owner of the y 
make that was bringing in $1200 a year— Troy Light Company, has been forced to nf 
and immediately sales began to jump—until purchase an adjoining building to take care io 


in 1924 they amounted to $7500 a year, quite of its growth. 


a respectable increase. 
This advance was won against stiff compe- What Troy has done others can do. 
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The Hygrade Reflector Lamp protects the eyes 
cae from glare. Does not need a shade 
or reflector. 




















[70% of the light below the doned line, 
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Largest~Selling Radio 
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Accessories 
In the World | 
Cri osley S/ Specia | It is easy to understand why Crosley is the world’s 4 
largest-selling radio, when you know that Crosley | 
—_ oe oe panel is the world’s greatest radio value. 
Self-contained 
Two-tube circuit, very <a Crosley is better radio at lower cost because the 


economies of huge production are passed directly 
on to the radio buyer.. 






In Crosley Radio, certainty displaces uncertainty; 
simplicity takes the place of complication; effi- 
ciency is scientifically developed to the nth degree. 





RADIO 


Better~Costs Less 


cae — Agee SORE SPs 









Crosley 51 Special at *23.50, for example, is the 
world’s leader at anything like the price. A hand- 
some new cabinet with sloping panel, neatly 
enclosing the batteries with the two tubes. 


The illustration also shows the Excellent for loud speaker reception of local sta- | 
beautiful new Crosley Musicone tions, and of distant stations under reasonably q 
—$17.50—an instrument far in good conditions. Much greater distance consis 
advance of the best heretofore de- tently reached with the headphones. 


er pengpie PR Sa on os mE 
SSS * 


veloped in loud-speakers. Sell Crosley in your own store. It is a fast seller 
and an easy seller. Order direct from your Jobber. 
Most good Jobbers handle Crosley. 


Armstrong regenerative circuit, licensed under U.S. Patent No. 1,113,14 


The Crosley Radio Corporation H 


Powel Crosley, Jr., President | 
Cincinnati : 
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The Announcement of This 


NEW HAAG VORTEX 


Started Something! 


ae No previous announcement of this Company has 
ever resulted in so many replies from prospective 
dealers, and it is a foregone conclusion that the 
number of HAAG dealers will be greatly aug- 














mented before another thirty days have passed. 


The Big Copper Tub, the Method of 
Washing, the Clean-Cut Design, the 
New Haag Wringer and Ample Power 
Are All Noteworthy Features 


And they’re exactly the kind of “features” that 
“take root” in the mind of the purchaser! Then 
you can clinch the sale when you tell the price. 


The sturdy frame, the kind of workmanship that 
“George” and “AI” insist shall go into every 
product and the perfection of mechanical design 
make this another of the 


Haag Washers That Need No Servicing 


The cast aluminum “Vortex” whirls the fabrics thru the 
suds so rapidly that complete cleanliness comes quickly—so 
quickly that you cannot believe it until you SEE it! 


Set one in front of your store 
(in action) and you will make sales! 


Be the Dealer in Your Town to Sell the “‘Vortex”’ 


HAAG BROS. CO. PEORIA, ILL 
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This Compa 


= 


Exclusive Features 
Sell the Synchrophase 


\ASY, quick and certain’ tuning-in of short 4s well as 
long-wave stations is made possible by the S-L-F 

(straight line frequency) Condensers. All stations have 
equal spacing on the dials and each station takes the same 
number on all three. ‘ 
These Condensers are but one of several exclusive features 
that sell the Synchrophase quickly. 
Binocular Coils give the Synchrophase extreme Sensitivity and 
Selectivity. All but the desired station can be completely shut out. 


The Grebe Volume Control permits of six graduations of sound vol- 
ume without the usual distortion which arises when sound is modified 
by reducing the filament current. 


A demonstration of the Synchrophase in comparison with 
all other sets will satisfy you of its perfect performance. 







If you wish to build your business on the sound founda- 
tion of selling only that which will give complete satis- 
faction, you will 


Write for full details and prices 


A. H. Grebe & Co., Inejs #: 
Van Wyck Blvd., Richmond Hill, N.Y. 
Western Branch: 443 South San Pedro St., Los Ange les, C 


Only perfection in 
every detail can give 
perfection to the whole. 


~y ‘oe lor We 





" REG.U.S. PAT. OFF. 


All Grebe apparatus is covered 
by patents granted and pending. 
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Show It—and You'll Sell It 


Welded Top and Bottom: The strength and durability of a Rubbish Burner depends on its top 


and bottom. Insist on a rigidly welded top and bottom, it costs no more. 


Union All Purpose Baskets are made in two sizes with either green enamel or galvanized finish. 
Satisfy your customers with a good quality at a low price. 
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WS-67 Dish Drainers 
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Dish Drainers 


All Styles and Sizes Retailing 
from 15c to $2.00 each 








WS-46 Dish Drainer 
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Nearly all the items in the UNION Line are 
made throughout of electric-spot-welded steel; the 
weld being stronger than the wire. Consequently, 
UNION Hardware is unusually light and strong. 
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Ask your wholesaler or write for our Complete Hardware Catalogue. 
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WS-50 Dish Drainer 
Big Value 
Practical 


‘ Durable 


bi UR customers 


will appreciate 


UNION 


Hardware. 















ALBION, MICH., U. S. A. 


UNION STEEL PRODUCTS CO. 
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WHILE WE WERE LEARNING HOW TO MAKE FINE VARNISH WE JUST CALLED IT 
VARNISH. WHEN THE MAKERS OF COSTLY THINGS — PIANOS, CARRIAGES AND 
TODAY'S FINER CARS— ASSURED US THAT OURS WAS UNIQUE IN EXCELLENCE, 
WE CALLED IT MURPHY VARNISH. THE PRODUCT, NOT PROMISES, HAS MADE 


THE TRAIDITION OF MURPHY QUALITY 








Illustration from our 1925 National Advertising Campaign 


9.999 


“Go to Lawrence’s! 


What is it that makes their town 
people say “Go to Lawrence’s?”’ 


Lawrence’s is not the oldest 
store in town—or the handiest, for 
that matter. 

But they’re always busy. 

People go out of their way to 
buy from them. 

The plain facts of the matter are 
that Lawrence’s happens to be 
“the best store in town.” 


This reputation means new 











Cadillacs, new radios, new clothes 
and a fat bank balance for the 
Lawrence family. 

Of course, the Lawrence’s are 
steady advertisers in the local 
papers. But the best of advertis- 
ing never yet brought back a dis- 
satisfied customer. 


The matter goes deeper. 
Whether Lawrences are selling 
clothespins or varnish, they make 
it a point to carry only the best— 
and people have found it out. They 
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THE FINISH OF COSTLY THINGS IS ALWAYS INEXPENSIVE. BECAUSE 
FINE PAINTING MATERIALS LAST LONGER THAN CHEAP MATERIALS. MURPHY 
VARNISH IS USED ON THE BEST PIANOS, FURNITURE, MOTOR CARS AND 
ELABORATE INTERIORS. THEIR PERMANENT BEAUTY HAS CREATED 


THE TRADITION OF MURPHY QUALITY 














Illustration from our 1925 National Advertising Campaign 


have astonishingly good memories dealers who sell quality products— 
in money matters. | we cannot afford to have Murphy 

We aim to sell the Lawrences of Finishes seen in any other kind of 
each community. And we can tell store—it reflects on the tradition 
you why very frankly. Quality 6 Murphy Quality. 


products for amateur painters, like le aM 
Murphy Da-cote Varnishes and If it’s your ambition to be the 


Da-cote Univernish Stains, are Lawrence of your town, we have 
backed by heavy National Maga- some helpful information you will 
zine Advertising. We want want. Just write us for it. 


Murphy Varnish Company 


Newark, N.J. San Francisco, Calif. 
Chicago, Il. Montreal, Canada 
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There is nothing like the brightness of new spring sunshine to reveal the 
houses about town that are in need of paint. At this time, the housewife’s 
mind turns to thoughts of interior brightening, and her husband's to external 
repairs and improvements. f 
What better time to have an adequate supply of always dependable Moore : 
Paints and Varnishes well displayed on your shelves and ready for the busi- 
ness that is cropping out all over town? 

{t will pay your customers to buy “Moore” Products as their exceptional cov- 
erage, uniform high quality, long, satisfactory wear and practical economy, 
give lasting satisfaction. 

It will pay you to sell them, because a most efficient and economical method 
of manufacture and distribution brings Moore product$’to you at a moderate 
price, and assures you of a desirable net profit on every sale and resale. 


DEALER HELPS 


Let us send you complete information regarding the unusually attractive line of sales 
and advertising helps that we sapply FREE to our dealers on request. 


Always a “Moore”’ Product for Every Surface 


Moore's House Paints, Muresco, Sani-Flat, Mooramel, Tile-Like Color Varnish, and Tile- 
Like Enamel. Write us about them. 
MANUFACTURED BY 


Benjamin Moore & Co. 
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NEW YORK ST.LOUIS 
CHICAGO CARTERET 
CLEVELAND TORONTO 
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a Patton’s Sun-Proof Paints | ~ M D & Painters’ Supplies and Accessories 
Pitcairn Varnishes , YU % Glass, All Sizes and Kinds 
Brushes - . Wall Paper 
p SAINT & GLASS 
ek | 
MPP 
4 { 
. CAMDEN, ARKANSAS 
July 24, 1924. 
pittebured Plate 41896 CO., 
Memphis, enn. 
Gentlemen: cm 
gaying that your «proof]- 
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very traly yours, 
CAMDEN PAIET & GLASS co. 
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Color card and sample panel finished with She surface and Pratt GS Lambert Varnish Products are 
Vitralite; also names of P&L dealers in + gave ol) Batyien used by painters, specified by architects and 
your vicinity will gladly be sent on request. sold by leading paint and hardware dealers. 
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Pratt & Lamspert-Inc., 114 Tonawanda St., Buffalo, N.Y. In Canada, 20 Courtwright St., Bridgeburg, Ontario. 


PRATT & LAMBERT VARNISH PRODUCTS 
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“The Shower Bath”’ is the fin- 
est baby picture that Fred Don- 
aldsonecer painted. Itis printed 
in ten colors and makes an 
unusually striking display. 


456 Fourth Ave., New York, N. Y. 
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CLEAR AND IN COLORS 


A New Valspar 
Window Display That Pulls— 


HO wouldn't stop to chuckle at the three little rascals shown above ! 
They look actually alive, and the little fellow on the floor just can’t 
help gasping for breath, because of the cold shower bath he is getting ! 


It isn't often that a dealer has the opportunity to get such an attractive 
and interesting display as ‘The Shower Bath”! 

The display itself is beautifully printed in ten colors and has a striking blue 
background. It stands more than three feet high and is so interesting that it 
will surely catch the eye of anyone passing by. 

In addition to this large picture, there are four small cards which tell the 
Valspar story — one, the famous Valspar boiling water test that proves 
Valspar’s absolute waterproofness and durability; and three, showing uses for 
Clear Valspar, Valspar Varnish-Stains and Valspar-Enamels. 


This Display is Free 
Every dealer who has seen “The Shower Bath” display has been highly 
enthusiastic and said that it is the best piece of window material he has 
seen 1n years. 
You will feel the same way, too, when you see it. The display is free, of 
course, and will be sent to all Valspar dealers very soon. Watch out for it, 
and make it the centre of a Valspar window. It will help increase your sales. 


Simplify your stock with Valspar and Valspar in Colors 
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The four small cards below go with “* The 
Shower Bath’”’ picture and tell the story of 
Valspar’s waterproofness and durability. 
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Largest Manufacturers of High Grade Varnishes in the W orld— Established 1832 


49 Purchase St., Boston, Mass. 


343 So. Dearborn St., Chicago, III. 
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Buying a Brush ? Buy a Good One! 






The handle, ferrule, 
and labor in a cheap 
brush cost as much 
as in a good brush. 


AINT Merchants 
Make Friends by 











Selling the ** Varnishes, The pig a 

; is in the bristles. The 
Enamels and Paints life of a brush isin the 
that Refine Everything quality of its bristles 






and the way they are 
fastened. 
Buy a good one! 






They Cover.” 





WHITING-ADAMS 


BRUSHES pa F 
i . 





Send for 
litkvant ad: 


Otdaatalins 





Varnishes, Enamels and Paints 
Buffalo, N. Y. 








JOHN L. WHITING-J. J. ADAMS CO. 
BOSTON, VU. S. A. 

Brush Manufacturers for Over 116 

Years and the Largest in the World 
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not a ee : 

Garden planting time always means that Farm Imple- : 

T, A e ments and Garden Tools will be in demand. . 

One good salesman who thoroughly knows his business in : 

B 11 A) Y this line is worth two or three who have never raised “garden F 

truck.” 

S Cason The place to locate and secure such a man is in the “Help : 
Wanted” columns of Hardware Age. 

They know where to look. | 
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The answer the Dutch Boy gave 
Wellston Paint & Glass Co. 


HE Wellston Paint & Glass Co., of St. Louis, Mo., 
sold last year more than five times as much Dutch 
Boy white-lead as in 1921, its first year in business. 
This is a splendid record, but it is not surprising in 
view of the many increases in sales of Dutch Boy white- 
lead recorded by merchants all over the country. 


Mr. Heninger, secretary of the company, writes: 


“This (the salesincrease)weconsiderarather 

remarkable showing for a store of this size. 
*‘Let us say in conclusion that the com- 
ing year augurs an even better record 
than the year just ended.” 


What factors brought about this increase in Dutch 
Boy sales? Mr. Heninger lists: 


Judicious and continued advertising 

Distribution of paint literature 

Efficient, prompt service, making low 
overhead 

Maintenance of standard quality of 
product 

Recognition of merit on part of buying 
public, resulting in greater sales 
and quick turnover. 














Besides the direct profit merchants make on Dutch Boy 
white-lead, there is another. The purchaser of Dutch 
Boy needs other paint materials. He is influenced to 
buy those products where he can get Dutch Boy. In 
other words, Dutch Boy helps to sell other paint items. 


Don’t let these two profits escape you. Stock Dutch 
Boy white-lead and let your customers know about it. 
We shall be pleased to send you free the popular Dutch 
Boy window display, newspaper electrotypes, movie 
slides, color folders and paint booklets to help in your 
sales campaign. The result of adding your own adver- 
tising and sales efforts to ours naturally brings larger 
sales and profits. 


Just drop a line to our nearest branch for any of the 
advertising material you want, or tell your re- 
quirements to the Dutch Boy salesman. 


NATIONAL LEAD COMPANY 


New York, 111 Broadway; Boston, 131 State Street; Buffalo, 
116 Oak Street; Chicago, 900 W. 18th Street; Cincinnati, 
659 Freeman Avenue; Cleveland, 820 West Superior Avenue; 
St. Louis, 722 Chestnut Street; San Francisco, 485 California 
Street; Pittsburgh, National Lead & Oil Co. of Pa., 316 
Fourth Avenue; Philadelphia, John T. Lewis & Bros. Co., 
437 Chestnut Street. 





Dutch Boy White-Lead 
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Contractor 


Alfred lson 





itect 
eGolyer & Company 
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Chicagos 
1) Finest Apartment 
5 Building 











ished avith Berry Brothers 
Yarnishes and Enamels 


Cost has been purely a secondary consideration in the 
construction of the Barry Apartment Building at 3100 
Sheridan Road, Chicago. The architect’s specifica- 
tions have called for the highest quality of construc- 
tion, equipment, accessories and finish in the city. 











Approximately $2,750,000 has 
been expended in providing the 
highest degree of elegance and 
comfort known in modern apart- 
ment construction. 


All woodwork is of fine selected 
birch, finished in cream-toned 
Luxeberry Enamel. 





The floors are of the highest 
grade red oak, sanded smooth 
and finished with three coats of 





BE 


Detroit, Mich. 


a ie aH 


Liquid Granite Floor Varnish, 
hand rubbed. 


The enamel in this beautiful 
building will never discolor, 
crack, peel, or chip. The var- 
nished floors will remain un- 
marred and beautiful. 


Here is the reason that many 
big dealers have grown bigger by 
specializing on the Berry line of 
varnishes, enamels and stains. 





ERRY BROTHERS 


Varnishes Enamels 


Stain's 
Walkerville, Ont. 
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Build good will by using and selling Martin’s 100% 
Pure Varnish. Made 100% from Pure, Old-Fash- 
ioned and Logical Varnish materials; put together 
in the most modern and efficiently equipped varnish 
plant in this country. The results to you mean 
satisfied and permanent customers. 
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ONE GALLON U.S. MEASURE 
OUTSIDE WHITE 




















The “Sterling Mark” 


There is a ‘‘sterling mark”’ on paint as well as 
on silver. You will find it on every can of Mon- 
arch 100% Pure Paint. 

100% Pure on the Monarch label means Pure 
Carbonate of Lead, Pure Zinc Oxide, Pure Lin- 
seed Oil, Pure Turpentine and Drier.* 

No substitution, no,adulteration—100% Pure. 


*NOTE—Except fora few dark colors that cannot be prepared from pure lead and zine 
alone, colorsin Monarch Paint are made from the3 ame formula as outside white with the 
addition of sufficient pure color pigments to produce the various shades and tints. 
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MARBLEITE 


RADIATOR ENAMEL 


PROENIY 








BARE 
RADIATORS 
OR THOSE 
COVERED 

WITH 
METALLIC 

PAINTS 
LOSE 30% 
RADIATION 



































T has been scientifically and 

definitely established that 
Phoenix Marbleite Radiator Enamel 
effects a saving of 30% in heat 
radiation. The public is alive to 
this fact and Phoenix Marbleite 
Radiator Enamel will enjoy a defi- 
nite and steadily increasing sale. 














124 Market Street, 











Liberal discounts—write for detailed prices and plan of dealer helps. 


Do it today! 
PHOENIX PAINT & VARNISH COMPANY 


RADIATORS 

COVERED 
WITH 

PHOENIX 

_ MARBLEITE 
RADIATOR 

ENAMEL 

GIVE 100% 

RADIATION 


Cr isnot a competing product 
—it is a new one and should be 
in the stock of every paint dealer. 
It has two definite sales angles— 
one utility and the other beauty— 
as it is made in twelve shades to 
match interior color schemes. 
Special shades for industrial use. 


(y= of the largest radio manufacturers in the world 
unreservedly recommends PHOENIX MARBLEITE 
RADIATOR ENAMEL as superior in covering property and 


heat radiation to metallic paints, bronze, etc. 






Philadelphia, Pa. 
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Your trade 
Tied Down? 


There is great danger of having a false sense of security—in being 
over-confident about the permanency of your trade. 








New demands develop quickly. The ability to supply them spells - 
SUCCESS. 


Property owners are seeking a paint value as definite as the five quality 
standards which Lucas Tinted Gloss Paint assures. 


LUCAS TINTED GLOSS PAINT is sold by 
only one agent in each community. 


If there is no LUCAS agent near you there is 
still an opportunity for you to consider this bigger 
sales possibility. 


The InstalJment Payment Plan for home owners will double your 
business. Ask us to tell you how. Write Dept. D-3. 


John Lucas é Co.,ine. 





at C is Paint and Varnish Makers Since 1849 





Waite today PHILADELPHIA 

for this _ (SHEVILLE coer BRESNO — AKLAND 
oe A 

portant doc ATLANTA HOUSTON LOS ANGELES 

ument and DENVER JACKSONVILLE MEMPHIS 











get all the SAVANNAH 


facts. 
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THE LINE BEAUTIFUL 


Automobiles 
Velocipedes 
Coaster Wagons 
Express Wagons 
Scooters 


Pedal Bikes 
Hand Cars 


Tricycles 


Doll Cabs 
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A STRIKE! 


Remember the thrill you had when your 
first bass struck? 


That’s the kind of a thrill a youngster has 
when he starts out with his American Red 
Flyer. 

When the Red Flyer was put in produc- 
tion last summer we immediately had 
more orders than we could fill. So we 
didn’t say much about it. Others have 
since followed our lead, but, as usual, the 
American was first. 


The entire American Steel Coaster Wagon 
line is a strike. ‘Nothing we have pro- 
duced in years has hit so hard. 


Look at the lines of this No. 650. Note the 
reinforced body, large roll top and bottom, 
deep, removable body, curved tubular 
handle, heavy duty, self-contained roller 
bearings, inch balloon tires, “stay-on” hub 
caps and other features. 









The American Line of Steel Coaster 
Wagons will capture the kids in your 


town. Stock it now. Deliveries now! 


Ask Your Jobber or Write for 
New 1925 Catalog 
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Deliveries NOW! 
Send for Sample 
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AN OUTSTANDING CONTRIBUTION TO HARDWARE LITERATURE 













ee a 


Should Be In Every Hardware Man’s Library 


af 2A Tt is filled with human and interesting reading for you. 

my “Forty Years of Hardware” will be highly prized in your 
=] library and give many happy evenings with its romance 
of the business that is YOURS. 









In a forceful, yet human way, Mr. Norvell has woven into the 
story of his business life thrills, romance, the descriptive power 
of a great novel and a fund of splendid merchandising principles. 
It is a human story of a very human individual. Stock boy—travel- 
ing salesman—sales manager—executive—president of a nationally 
known hardware jobbing company—what an experience—what a 
background for “Forty Years of Hardware.” 


“Forty Years of Hardware” is not a one month, nor a one year 
book. Hardware men will know it as a romance that draws them 
back—always—to re-read parts, or the whole, or for its fine busi- 


ness philosophy. 
This is the kind of book to place in the hands of your son or 











— wee employees. It instills the history, tradition, romance and methods 

Saunders Norvell of the business to which you are devoting your efforts. Nothing 

more helpful for them has ever been written. One well known 

ae ae. 2 company ordered sixty-five copies for their sales force. 
ceach days to Pullmans. The rise of ; . , 
great business houses, and the passing Large numbers of orders are being received daily. Place your 
chong on dang rhage oes sing order now, with remittance, and avoid disappointment as a second 
his life. In a forceful, yet intensely edition will not be printed for months, if at all. 


human way, Mr. Norvell has woven 
into this story thrills, romance, the 








ene & oan are oe $3.00 per COPY ORDER AT ONCE 

ay ~ bs Fh. pene mee = the Sg It stands alone—the most intensely human chronicle of the 

ef 40 developing years of the Hard- hardware business ever written. 

ee HARDWARE AGE, 239 West 39th Street, NEW YORK 
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Avoip slow-moving mer- 
chandise. Handle only the 
best goods. Concentrate on 
nationally advertised lines. 

“With-these principles in 
mind,” writes Mr. E. F. 
Hickey, of the Hickey Elec- 
tric Co., Atlanta, Ga., “I 
decided to concentrate on 
one make of ‘B’ Battery, 
and my selection was 
Eveready. 

“The results of this pol- 
icy have more than met my 
expectations. I have sold 
more ‘B’ Batteries and with 
less sales resistance than 
ever before. It certainly 
pays to handle the product 
that is generally regarded as 





Radio Batteries 


HARDWARE AGE 


ee 





being the best, that is well 
advertised, and then push it 
for all it is worth. ‘B’ Bat- 
tery business is a substantial 
part of any radio dealer’s 
business, the battery is vital 
totheset.... Tobuildupa 
profitable radio battery busi- 
ness the first requisite is to 
handle the Eveready line.” 


Sound merchandising 
principles are leading deai- 


-ers everywhere to sell Ever- 
eady Radio Batteries for the’ 


satisfaction they give and 
the profits they bring. 


Manufactured and guaranteed by 


NATIONAL CARBON CO., Inc. 


New YorkK SAN FRANCISCO 
Atlanta Chicago Dallas Kansas City 
Canadian National Carbon Co., Limited, Toronto, Ont. 


~they last longer 
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Eveready means more and easier sales 








EVEREADY 
HOUR 
Every Tuesday at 
9 P. M. 


Eastern Standard 


_ For real radio en- 
joyment, tell your 
customers to tune in 
e Eveready Group 
Broadcast through 
stations 

WEAF New York 
WIJAR Providence 
WEE! Boston 

WFi Philadelphia 
WCAE Pittsburgh 
WGR_ Buffalo 
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Announcing the A-P 


‘*Five-Fifteen”’ 
Hanger with ‘‘Five-Fifteen’’ Track 


The new low-priced full watershed equip- 
ment for single and parallel sliding doors 











The hanger is of steel construction with roller-bearing machine- 
turned cast wheels. Has vertical adjustment and requires no lateral 
adjustment, for the hanger is applied to the wall side of the door. 

The track is formed from one piece of steel into a design of remark- 
able strength and efficiency. Bird and weather proof. No rivets or 
welds. No parts to assemble. Quickly erected with lag screws and 
nails packed with the hangers. 

There’s nothing to compare with “Five-Fifteen” at anywhere near 
the price. Let us send you full details. 


ALLITH-PROUTY COMPANY 
Danville, Illinois 


Manufacturers of: 


Door Hangers Fire Door Hardware Rolling Ladders 
Garage Door Hardware Overhead Carriers Spring Hinges 


Representative Jobbers Distribute A-P Products throughout the United States 


THE RIGHT HANGER FOR EVERY DOOR | 
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ad TF you knew the number 
Ota of traceable sales made 
through the McKinney 
Forethought Plans you 
would wire today for 


this free assistance. 

















McKInNNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 
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Stock: 4% Active—96% Slow 


aay WENTALLY place your stock in two classes: 4 per cent Active, Daily Use Merchan- 
“9443 dise—96 per cent Necessary Merchandise to complete stock variety. Give the 4 per 





‘ . faq cent stock the mental and physical treatment that will make it work for increased 
ww—t sales of the 96 per cent variety. If you don’t you will eventually move off “Main 
Street.” 


The number of people who trade with a store is determined by display and price values 
of the 4 per cent variety. These are the goods your public knows the most about and 
from which they form impressions of your store. These impressions regardless of facts de- 
cide the total amount of store business. 


For each five thousand items in retail hardware stocks there are about two hundred ac- 
tive sellers. Four per cent of the variety is merchandise in daily use and demand that the 
public has a fair knowledge of, including acquaintance with price and quality. These are 
competitive goods whose volume of sale by the individual merchant up to the point of sat- 
uration of local market is regulated by the display, sale and price plans and policy of the 
merchant. , 


The 96 per cent variety includes items for which there is sufficient sale to war- 
rant having and the items of occasional sale that are necessary to complete stock variety as 
well as the “seldom sellers’ some merchants like to keep. The prices on this 96 per 
cent stock are usually fair to the user and bear a satisfactory margin for the retailer. Sales 
of these items are determined by the number of people who trade at the store. The people 
who adopt or accept a store for their source of supply of “Daily Use Merchandise” and whose 
use of and acquaintance with that merchandise permits their knowing that the store they 
trade at has the right goods at right prices, make their purchases’of the occasional and 
seldom used 96 per cent variety at that store. 


Seemingly this is another instance of the “tail wagging the dog.” Not necessarily so, 
as the sales total of the 96 per cent variety should amount to more than the 4 per cent de- 
mand and “Daily Use Merchandise.” 


Where there is such a marked understandable difference in the opportunity for sale as 
exists between the 4 per cent and the 96 per cent kinds of merchandise, it is desirable to have 
accurate knowledge about the elements and factors involved in merchandising the 4 per 
cent influencing kind. 


Aside from use as buyers’ “small talk” one should not apply the per cent of total cost of 
doing business to the 4 per cent goods without first seeking to determine just what percent- 
age of cost is incurred in handling these goods. 


The factors involved in merchandising the 4 per cent goods that can be calculated with 
the view of determining working Margin and Net are: amount of investment, space re- 
quired, cost of obtaining and handling, number of turnovers, gross per cent of Margin, Net 
Margin per average investment multiplied by number of average turnovers. As the number 
of items to be figured on are such a small percentage of the total variety handled, Main 
Street merchants who are keenly interested in Net Margin are not finding it difficult to an- 
alyze all the elements bearing on the sale of demand and daily use merchandise. 


Main Street Merchandising Methods 











47 


Sat <2 sxclcaiee tena iiec heed ithe” <i dass “saan = dated nanan den dicen tah io dad anhalt aad So 


—— 


_ a > 
Fel RRR RE NET 








48 


HARDWARE AGE 








Our Readers’ Forum 


Protests Against Manufacturers 
Making Retail Prices 
6<4¢Y WANT to protest the practice of 
many manufacturers in making a 
retail price on the article they man- 
ufacture. I believe that the retail price of 


any article should be made by the retailer 
and not the manufacturer. 

“For an example, take a certain kind of 
prepared fish bait—this costs us 36 cents a 
bottle, paid, in Globe, Ariz., and _ the 
stamped retail price, as shown on bottle 
and in their advertisement is 45 cents, or 
at a profit to the retailer of 20%, when it 
is known that it costs the average hardware 
retailer more than this to do business. 

“The above is only one of hundreds of 
cases, and I believe it is a practice that 
should be stopped. If they insist on a 
printed re-sale price, make it high enough 
so that the retailer can make some profit 
on the transaction. 

“Please give this matter publicity in 
your magazine, and help us to eliminate 
this practice. 

(Signed) “W. A. SULLIVAN, 
‘Secretary. 
“Mine Supply & Hardware Co., 
“Globe, Ariz.” 


Not Sufficiently Aggressive 


é< S one goes around and visits some 
hardware stores it is often depress- 

ing to see the way some merchants 

neglect their opportunities. Just the other 
day I came across a case where a merchant 
wrote me and said that he would like to 
have some suggestions as to how to solve 
his financial problems. I wrote him that 
we would be glad to help him in his affairs. 
‘In the first place he did not tell me any- 
thing about what his problems were. I 
wrote him four letters before I finally got 
a reply; then he only gave me so little that 
it was just as indefinite as if a sick man were 
to telephone his doctor and say, ‘Doctor, 
I’m sick and need some medicine,’ and 
when the doctor asked for his symptoms the 
sick man would answer, ‘Well, I have a 





pain.’ That is as much as I got from this 
man. 

“Finally I wrote him another letter and 
got him to fill in a property statement, and 
I told him to be sure to fill in every item. 
When that came I found that he had a 
stock of $8,000. He reported his sales as 
$10,000—and all of these figures were in 
even thousands or even hundreds—indicat- 
ing that they were more a guess than 
anything else—his expenses were $2,700, 
$3,000 on the books, $8,500 borrowed on 
his home and store building, ‘with $2,000 
owing for merchandise. 

“T talked to our salesman about him, and 
I find that he and his son are running the 
business. The father is one of those men 
who sit back of the stove when a customer 
comes in the front door; instead of getting 
up and waiting on him he invites the cus- 
tomer back to the stove. 

“While many of the country merchants 
are aggressive and alert there are enough 
of the other type to be a tremendous handi- 
cap on an aggressive merchant, just as it is 
where this merchant is in business. ‘There 
is another store there doing a nice business, 
but if this one were out of the way the other 
store would do just that much better.”’ 

“A WHOLESALER IN THE MIDDLE WEsT.” 


Advocate Standardizing Trade 
| Catalogs 

6 | HAVE read the letter of the Rice 

Hardware Co. on standardization 

of trade catalogs and agree with all 

that is said. Not only should loose leaf 

catalogs be standardized, but if all manu- 

facturers would standardize the size of 

bound catalogs it would help the retailer a 

great deal, and I also believe would cut 
down the costs of printing. 

(Signed) “W. A. PARK, 
“Orono, Me.” 


Retailers Can Help Solve Guarantee 
Question 


N your issue of February 19, under the 
heading “The Unconditional Guarantee 
Must Go.” You ask for expressions from 
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the ‘““Rank and File” of the trade. I would 
say the Guarantee evil is not so bad as the 
“Return of Goods Practice.” Both are 
abuses that have crept in to our business, 
unwarranted and unwelcomed. However, 
by long continued practice and indulgence 
they are tacked on us as a blood sucking 
leech upon our daily business. They can 
best be handled by the manager of the 
business according to the human makeup 
of both merchant and customer, influenced 
by local trade conditions—Can’t see where 
any set rule can be laid down farther than 
to hold these and all other trade evils in 
check as much as possible. 
EK. TuHurston, 
Clifton Hill, Mo. 


On the “Glorified Peddler’’ 


‘sw HAVE just finished reading the 
March issue of Specialty Salesman 
Magazine, and what particularly 

struck me was the article by Ralph A. 
Dunkelberg, starting on page 1317. He 
agrees that ‘the retailer is a necessity,’ but 
of course he tries to justify peddling. 
However, as he says farther on when quot- 
ing Printers’ Ink, ‘Kconomic pressure even- 
tually takes care of the problems about 
which we worry. And this, in my opin- 
ion, will be the answer to house to house 
peddling. 

“Legislation and publicity that merely 
knocks the peddlers will not, in my opin- 
ion, get us retailers very far. They will 
only act as a boomerang. What we need is 
more and better retail advertising that will 
sell our products and services and our justi- 
fications for being retailers, and _ better 
selling and displays in the stores. Per- 
haps a little house to house peddling would 
not be amiss. Fight fire with fire. Show 
comparative prices and quality. 

“For instance, I carry a line of brushes 
identical to Fuller, made by a manufac- 
turer in business longer than Fuller, yet, in 
my opinion, dead from the neck up, to use 
a vernacular expression. Fuller advertises, 
in other words exists, but this manufac- 
turer does not exist to the consumer be- 
cause he has failed to let the consumer know 
he exists, through advertising. His line is, 
I dare say, of equal quality, yet priced 
from 33 1/3 to 50% lower than Fuller, and 


whenever the opportunity presents itself I 
make the fact known. But Fuller is sell- 
ing loads of brushes all around me and 
other dealers. Why? Better selling and 
better advertising. ‘The other day a woman 
who buys considerable in my place hap- 
pened to see a display of the brushes I 
carry, and remarked of the similarity to 
Fuller. I immediately proceeded to show 
her that the quality was the same, with the 
same guarantees, and that the particular 
brush she was looking at was $1.50 lower 
than their price. She saw the light and 
bought, but remarked that the previous 
week she had bought about $11.00 worth 
from Fuller. I have never in my experi- 
ence as a retailer sold this amount of 
brushes to any one customer at one time, 
and would venture to say that there are 
very few retailers who sell this amount. 
But I understand from a Fuller man that 
this is not an uncommon thing for them 
to do. 

“In conversation with another person re- 
garding brushes, I mentioned the fact that 
in many cases the peddler is unreliable, 
here today and gone tomorrow, whereas 
with the retailer he is always at hand to 
make good, and how in many cases the 
peddlers have been in the habit of getting 
about 100% more for the same articles they 
could have purchased in a retail store. 
When he came back with the argument, 
‘How many times have retailers over- 
charged, getting all the traffic would bear, 
and how many times have retailers refused 
to make good?’ (Unconditional Guaran- 
tees.) This shows that some of the ped- 
dlers have been peddling propaganda in ad- 
dition to their wares. 

“There is no question but us retailers are 
going to have a tough job ahead of us try- 
ing to combat the peddlers, but, I think, 
that by keeping our feet on the ground and 
using our heads we can find a way to allay 
the condition if not entirely overcome it. 

‘‘In the house to house field just as in the 
retail field there will be changes, and these 
will come about through economic pressure 
as Printers Ink says. 

“Another thought that has occurred to 
me is of the many manufacturers who man- 
ufacture one brand for distribution through 





(Continued on page 91) 
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Turns Paint Stock 4 Times a Year 


Through Use of Proper Methods of Advertising and Display, 
A. E. Melvin of Berkeley, Cal., Has Substantially 
Increased Paint Profits 


N order to increase the sale of paint some 
merchants favor the use of advertising, 
others talk about quality to customers and 

prospects and others feature special window 
displays. A. E. Melvin, 2307 Shattuck Avenue, 
Berkeley, Cal., uses, talks, and features all three 
of these methods, and so is able to enjoy a stock 
turn of three to four times a year on its stock 
of standard paint. 

A certain portion of his newspaper advertis- 
ing is devoted to paint that is quality paint, and 
whenever a customer is in his store and is in- 
terested in paint or who he thinks might be in- 
duced to be interested in paint, he talks to that 
customer on the advantages that accrue from 
the use of quality paint. Every few months 


he devotes a special window display exclusively 
to paint, and as a result he maintains a con- 
sistent stock turn. 





Speaking of display, Melvin keeps his paint 
stock near the front of his store. Many deal- 
ers have had experience with the difficulty of 
selling goods that are not on display. Melvin 
is no exception. He says that the reason why 
he has his paint stock near the front of the 
store is because that is the only place that he 
has ever found to keep it so that people will be 
continually reminded of it. 

Melvin is a firm believer in sticking to a good 
known line, that is backed by the manufacturer, 
and one which the manufacturer is interested 
enough in to help the retailer to increase his 
sales. In other words, Melvin believes in using 
and not wasting the advertising and display 
material that the manufacturer gets out for 
the help of the retailer. He uses it in his store 
and in his windows and in his newspaper ad- 
vertising consistently. 

(Continued on page 91) 
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National Baseball Week—April #4 to 14 


EATURE this important national 
event in Your windows and Interior 
Displays and make it a “Home Run” 
week as far as profits and good will are con- 
cerned. You will find inspiration for your 
displays in these clever windows of the 


Gross Hardware Co., of Milwaukee. 





Baseball Windows that Sold Sporting Goods 


URIOSITY is a very human characteristic. 

If you don’t believe it, hang out a fresh 

paint sign and notice how many passers- 

by rub the surface to see if it is really so, or 

just watch people peering down a sewer exca- 
vation to find out what’s at the bottom. 

Working upon this element of human curios- 

ity, the Gross Hardware Company, of Milwau- 





kee, attracted a lot of attention to a baseball 
window by partially covering it up. The win- 
dow itself was attractive, the floor being cov- 
ered with sod, with a space left in the center 
for a miniature baseball diamond upon which 
were posed dolls engaged in the great national 
pastime. Scattered around on the sod were 
balls, bats, masks, gloves and the rest of the 
things needed to make the game at its best. 

But attractive as the window was, real in- 


terest in it was not shown until a highboard 
fence shut off a clear view of it. A quantity 
of boards, about three feet long, were used in 
making a simple fence which was set around 
the window just inside of the glass. Ample 
cracks were left all along this fence so that 
with a little peering the passerby could see 
everything in the window and there was usual- 





, 


ly a crowd in front of the store trying to see 
what it was all about. 

The fact that the boards were left out in the 
alley baek of the store over night before they 
were installed and several of the small boys of 
the neighborhood had seized upon the opportu- 
nity to display their ability to draw pictures 
and write their names, gave a decided touch of 
local color when the boards were put in place 
and did much to attract attention. 
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Matthias Ludlow 


EALIZING that the boys who enter voca- 
tional schools today graduate in three 
years, and that in the fourth year they 

become a part of industry, and perhaps pros- 
pects for mill supply equipment, or hand tools, 
Ludlow & Squier, Newark, N. J., cultivates the 
good will of these prospects and invites them 
to attend its annual industrial exhibit. The 
fourth exposition was held last January for 
three days. Fifty salesmen, representing 34 
companies, with goods displayed, helped to 
make it successful. 

More than 100 boy students at the local vo- 
cational schools attended. The education board 
considers this visit an important part of the 
school course and requires each boy to write an 
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See HS DISPLAY. 


Selling Mill Supplies 
to Posterity 


Trade School Attendance Makes Ludlow 
@Q Squire’s Industrial Exhibit an Im- 
portant Medium for Building Good Will 





and Future Business 


essay on the tools and machinery he saw while 
visiting the Ludlow & Squier store. The boys 
were turned loose and permitted to inspect the 
equipment which appealed the most. They 
were urged to ask questions, and they sure did, 
as any of the salesmen will vouch. 

Charles P. Wilcox, vice-president of Ludlow 
& Squier, wrote personal letters to principals 
of all Essex County schools, inviting interested 
classes to attend the exhibit. He usually names 
the day and hour. 

Attending the exhibit helps create in the 
student’s mind a taste for good mill equipment, 
acquaints him with lines carried by Ludlow & 
Squier, and should influence his “source of 
supply choice” later in life when he comes to 
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This amusing cartoon of the guests at banquet, which concluded the exhibit 
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f position where he will be buying such material. 
a The company’s four outside salesmen were 
on hand to greet and escort all customers who 
came in during the exposition. These four 
would introduce the customer to the nearest 





E unoccupied factory salesman, who would give 
definite attention to the customer’s individual 
3 needs. 


Due to the three previous affairs and to mem- 
bership in the Hardware Boosters, most of the 
factory salesmen know each other by their first 
names, which makes the exposition go over very 
smoothly. Any of the salesmen will introduce 
a customer to the salesman in charge of the 
next booth. In fact, such practice is now a 
habit at the L & S exhibits. 

An informal banquet at the Newark Athletic 
Club preceded the 1925 exposition and attracted 
about 100 diners. George Lyons, the man be- 
hind the exposition, was toastmaster at the 
dinner. Among those who spoke briefly were: 
Matthias Ludlow, president Ludlow & Squier; 
R. H. De Mott, SKF Industries, who also sang 
a few ballads; Otto Bernz, Otto Bernz Co.; Sey- 
mour Sears, Tucker Co.; Charles Oelson, Jen- 
kins Bros. Co.; Harry Da Silba, U. S. Electrical 
Tool Co.; H. McGonagle, Wisconsin Electric 
Co.; Harry L. Ott, Wall Rope Works; Charles 
Wilcox, vice-president Ludlow & Squier; Tax 
Commissioner T. Pettinggill; C. W. Wilson, 
Durablo Co.; R. B. Skinner, Skinner Chuck Co., 
and Charles J. Heale, HARDWARE AGE. 

George Slidders, of the L & S staff, did a 
turn with some Scotch songs. Bill Purnell gave 
several classic and humorous recitations. Harry 
Zwerkbronner, of the L & S staff, played sev- 
eral piano selections, and Harry Da Silba played 








All the firms participating in the exhibit were repre- 
sented in these two window displays 
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was drawn by “Jolly Bill’ Steinke of radio fame, and appeared in the Newark Ledger 
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for the general singing and to give atmosphere 
to Bill Purnell’s recitations. 

In addition to the special school invitations, 
cards were sent to 7000 executives of machine 
shops, factories and in other places where there 
would be interest in industrial equipment. 
While these cards were sent to superintendents, 
purchasing agents, foremen and other execu- 
tives it was clearly stated that all employees 
would be welcomed. 

On the last night, a Saturday, many mechan- 
ics came in to obtain data regarding new hand 
tools useful in their work. In view of the fact 
that many mechanics are expected to furnish 


enthusiastic over the results of the fourth an- 
nual show. Mr. Ludlow told us that the lines 
shown have been handled for many years; are 
top notchers in their fields, and the exposition 
idea places Ludlow & Squier before the factory 
heads as a progressive house and a good place 
to secure equipment to facilitate production. 

It is Mr. Ludlow’s observation that salesmen 
expecting to do a good mill supply business 
must truly represent their houses and he says 
order takers would be worthless in this field. 

A uniform blue and white color scheme 
worked out by Mr. Morrow toned up the dis- 
play and set off the various tools to greater 












































































































































made up the displays for the four windows he 
designed two sets and in each included at least 
one item made by each of the 34 companies who 
cooperated. Mr. Morrow also had general 
charge of arranging the entire inside display 
work, getting badges, the advertising, the news 
publicity, and window signs. 

George Lyons, who is generally credited with 
being the originator of the store industrial ex- 
hibit idea, handled the many details in connec- 
tion with manufacturers’ salesmen, selected the 
lines to be shown and completed the negotia- 
tions. 

Mr. Ludlow and Mr. Wilcox were both very 
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Washington St. 


advantage. Several companies had moving dis- 
plays, working models and other unusual dis- 
plays. The counters were concealed with blue 
burlap. The floor was cleared of show cases 
and other tables so that the exhibit dominated 
the store. 

Three of the factory salesmen composed a 
committee to facilitate the relations between 
the store staff and the exhibitors to arrange 
lunch hours and other important details. The 
salesmen went to lunch in shifts so that at no 


(Continued on page 90) 
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Hamp Williams 


OR twenty years we have had a profit 

sharing plan in my business. It has 

been published in nearly every hard- 
ware journal in this country. I have dis- 
cussed it at many hardware conventions. I 
had copies printed so that I could furnish 
them to inquiring friends and have mailed 
out several hundred by request. Very few 
times have I had any response. When they 
get my plan they seem perfectly satisfied to 
drop the matter right there. 

I think most of the merchants are like the 
one I talked with up in North Dakota. 
I explained the system in detail and his 
answer was: “I am paying my men all they 
are worth, therefore cannot afford to give 
them part of the profits.” I said, “Yes, I 
guess that is true, and they consider they 
are worth all they are getting, and that 
makes it a stand-off, and there you are.” 
That is the position most merchants take, 
and yet they can see that they need to do 
something to stimulate their men. 

I would think my efforts to spread the 
gospel of profit-sharing had gotten some- 
where if there was a come-back to it, and 
those who have read my plan would pick 
it to pieces: and give it to the hardware 
journals; but they don’t do that. I know 
my plan is all right. It has worked suc- 
cessfully for twenty years without:a single 
change except the raise in salaries. 

I have this: proposition to:make. If you 
do not' like any profit-sharing or bonus plan 


Hamp Williams 
Profit- Sharing 


that you have ever heard of, and you really 
feel like you would like to stimulate your 
business, figure up your past annual profits 
for several years and say to your employ- 
ees: “I want a certain amount of profit 
on my business this year. Let it be figured 
on a fair basis and reckoned upon a fair 
average of the past. Then say to part or 
all of them—just as your judgment di- 
rects—that you will give them a certain 
portion (not all) of the profits over and 
above that amount the coming year and see 
how that works. 

The first of this past month, which was 
the beginning of our thirtieth year in the 
hardware business, we went through and 
worked out a plan whereby five other em- 
ployees have been added to our profit-shar- 
ing plan, and for the first time since we in- 
corporated, I sold stock to the profit shar- 
ers and signed up a lease on my store build- 
ing to the Corporation for 15 years. Have 
arranged every detail so that the business 
will go on indefinitely, in spite of the heirs, 
if they should decide to discontinue the busi- 
ness after my death. 

It may be that someone would like to 
know upon what basis I have added five 
more profit sharers. * Every now and then’ 
I see reference made to my profit- sharing 
plan in which they say they don’t like it. 
I wonder why, but they don’t give their 
reasons. ‘The main reason with many of 
them is that they want to keep all. they 
make and they do not figure from cause to 
effect. 

You name the annual income of your em- 
ployees. Why don’t you, with equal fairness, 
name your own, and then all of you go in 
together to increase the annual income of 
all, and not Just yourself? Your employees 
are interested in their own income if they 
are worth a cuss and not yours altogether; 
you are paying them what they are worth 
(maybe) and they areworth all they are get- 
ting; that’s certain, else you would. dis- 
charge them. 
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Color Combinations that Harmonize 


A Single Stroke Poster Alphabet 
By Joseph Bertram Jowitt 


{en proper mixing and blending of colors 
is a very important step in connection 
with show card writing. When tinted or 
colored show cards are used care should be ex- 
ercised to see that the colors harmonize, other- 
wise they may offend the eye instead of attract. 

There are many different prepared show card 
colors on the market today which enable the 
beginner to procure almost any tint or shade 
without having to learn what mixed with what 
makes what. 

For the benefit of those who wish to learn 
the simple rule of mixing colors the following 
table is given. In this table the first color 
named in each item is the base, and should be 
used in the greatest quantity. The other colors 
should be added a little at a time until desired 
shade or tone is reached: 


Yellow and blue produce green. Yellow and 
red produce orange. Red and blue produce 
purple. Yellow and black produce olive. Yel- 
low, black and red produce brown. White and 
black produce gray. White and blue produce 
light blue. White and red produce pink. Blue 
and red produce violet. White, black and red 
produce lavender. 

On an orange card do lettering in either 
black or dark blue with white shading or bor- 
der. On a brown card letter in either white, 
cream or light blue. On a red card letter in 
white and shade the lettering with black. Ona 
light green card do lettering in either dark 
green, white or blue. Underline the lettering 
with white. On a dark blue card letter in 
either white, light blue or cream, underline let- 
tering in red or orange. (Underlining means 
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The Poster alphabet has a certain ‘ ‘swing” 
and original style which cannot be found in any 
other alphabet. There are no perfect circles, 

(Continued on page 68) 


to draw a stripe under each line of lettering). 
On a light yellow background lettering looks 
best if done in dark blue, with red or white 
underlining. 





Don'ts for Beginners 





ELOW are a few DON’TS which are 

R very important for every beginner to re- 

member: 

Don’t attempt to do any lettering without first 
drawing the top and bottom guide lines the 
height you wish your letters to be. 

Don’t ever attempt to trim the edges of a 
brush, but purchase “Perfect Stroke Red 
Sable Brushes” which require no trimming. 

Don’t expect your work to be an exact replica 
of the work you wish to emulate. Every 
show card writer has a decided individuality 
about his work. It differs as much as hand- 
writing. 

Don’t use the same show card ink for brush 
as you do for the pen. Brush ink should 
be heavy or thick, otherwise the brush will 
not retain its flat shape. The same ink will 
answer for the pen, only it should be thinned 
to a proper working consistency by adding 
a few drops of water at a time. 

Don’t forget to remove the temper from the 


lettering pens before using by holding pen 
point in the flame of a match for a few sec- 
onds. This will make them more flexible. 


Don’t try to crowd a whole newspaper on a 
show card. The reading matter should be 
short, snappy and to the point. 

Don’t shade letters on the right side. The 
left shade is the easiest and looks the best. 
Be careful not to get the shading color too 
dark. It should be a tint of gray, blue or 
green. 

Don’t hold the brush too tight. The hand 
must not be cramped in any way. Keep the 
fingers well down almost touching the nickel 
ferrule of the brush. 

Don’t be too careful when. making your first 
attempt at lettering. Boldness of stroke is 
what counts. Remember the old saying, 
“He who hesitates is lost.” 


Don’t bend way over your work; keep the 
body erect. 
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pleasant facts. 


We can only defeat the competition of 
direct selling when we have definitely estab- 


lished who and what are 
responsible for the pres- 
ence of the Glorified 
Peddler in our midst. 

One thing is sure: ‘The 
peddler didn’t just 
happen. ‘There was a 
cause back of his crea- 
tion. There is a direct 
responsibility for his 
growth and his contin- 
ued being. 

The cause— 

There are some who 
say that the cause back 
of the Glorified Peddler 
arose from a condition 
which existed among 
certain manufacturers; 
that those manufactur- 
ers, having perfected a 
product, found the job- 
ber and the retailer un- 











Calvin Coolidge 


on 


Truth 


Addressing the American 

Association for the Advance- 

ment of Science, recently, 
President Coolidge said: 


T is a wonderful thing to live in 
f a time when the search for truth 

is the foremost interest of the 
race. It has taken endless ages to 
create in men the courage that will 
accept the truth simply because it 
is the truth. Ours is a generation 
of pioneers in this new faith. Not 
many of us are endowed with the 
kind of mental equipment that can 
employ the scientific method in 
seeking for the truth. But we have 
advanced so far that we do not fear 
the results of that process. We need 
the truth. 


Who Is Responsible for the 
“Glorified 


T’S time to take off our gloves and talk 
It’s time to dig for truth, even 
though that digging may reveal un- 


Peddler?” 


demanded more variety in merchandise than 
the local merchant carried, or that the public 
knew he carried. 

There are other theories advanced as to 
the cause and all have some basis in fact. 
Your theory is as good as that of any one 


else. ‘Tell us what you 
think. We are only 
digging for the truth. 
The responsibility for 
continued growth— 
The Glorified Peddler 
represents the evolution 
of a sales idea, and no 
sales idea could grow 
as this idea has grown, 
unless there is a definite 
reason for that growth. 
Regardless of the 
cause back of the ped- 
dler’s creation, the re- 
sponsibility for his 
growth and his contin- 
ued existence rests al- 
most entirely upon the 
shoulders of one class— 
the retail merchants. 
If the retail merchants 
were thoroughly  effi- 
cient; if they were ade- 





willing to stock that 
product until a demand 





|. quately filling their 














place in the chain of dis- 





was created for it; that 
those manufacturers 
started selling their-product from house-to- 
house through canvassers in order to demon- 
strate its -salability, and found the method 
so profitable, that they left the jobber and 
the retailer out of their future plans and 
marketed their entire production direct. 
There are others who attribute the cause 
back of the Peddler to the assertion that it 
was impossible for retail merchants to carry 
all the kinds, styles and types of merchandise 
made, and that some one had to bring that 
merchandise to the attention of the con- 


sumer. 
Still others claim that the public itself 


tribution; if they were 
functioning to capacity as buyers for their 
communities—the Glorified Peddler could 
not continue to exist. 

To be sure the merchant must have the 
right goods at the right prices, and in this 
part of the responsibility, the manufacturer 
and the jobber must share. 

But—the problem is purely one of mer- 
chandising. The solution lies solely in ade- 
quate merchandising. At the present time 
the peddler has certain temporary advan- 
tages over the average retailer—advantages 
which can eventually be wiped out, if the 
dealer is willing to work and to learn. 


A = 














March 26, 1925 


HARDWARE AGE 


59 








The canvasser knows his goods thoroughly. 

He knows how to impart that knowledge 

to others. 

He is a highly trained salesman. 

He brings his merchandise directly to 
the customer. 

He is introduced by the highest type of 
advertising. 

He knows how to gain the customer’s 
respectful attention. 

He knows customer’s vulnerable spots. 

Likewise the retail merchant enjoys cer- 

tain advantages over the peddler—advan- 
tages which the peddler cannot take from 
him. 

He has a personal acquaintanceship with 
his customers. 

He has a large stock of goods other than 
the lines peddled. 

He performs a definite service in grant- 
ing credit, guaranteeing satisfaction, 
ete. 

He has the confidence of his customers 
because he is known, while the canvas- 
ser 1s usually unknown. 
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His cost of doing business is less than that 
of the peddler. 

He has a steady contact with the people 
of his community, which enables him to 
continually talk and sell new mer- 
chandise. 

But despite the local merchant’s advan- 
tages, the peddler will continue to grow and 
prosper until salesmen in retail stores are 
thoroughly trained in salesmanship; until 
they know their merchandise and how to 
sell it; until merchants begin generally to 
follow the tactics of the better grade can- 
vassers and take directly to the customer, 
those items of hardware which are best 
demonstrated in the homes; until local mer- 
chants stock lines similar to those sold by 
the peddler—of equal or better value, at a 
better price—and tell their trade that they 
have them. 

The plain unvarnished truth is that the 
merchant himself is responsible for the 
present status of peddling, and that the 
solution of the problem is in his own hands. 

What are you going to do about it? 





How Altoona Merchants Retain 





Another broadside has been directed against 
itinerant and unindorsed house-to-house ped- 
dlers by the Altoona Booster Association, ac- 
cording to an article appearing in the Altoona 

. Tribune of Altoona, Pa., now engaged in an 
attempt to weed out all such salesmen, through 
its secretary, E. S. Greer. 

“The busy housewife,” Mr. Greer said, ‘“‘is 
already beginning to appreciate the associa- 
tion’s efforts to eliminate a growing nuisance 
—the faking peddler. People are taking heed 
of our request to call my office and report in- 
fringements of common courtesy by peddlers. 

“Only yesterday I received a complaint about 
the activities of a persistent vendor of a patent 
| gas-lighter. This live salesman stepped into a 

closed storm-porch without knocking and, see- 
ing only two ladies at the dinner table, pro- 
ceeded into the kitchen without being bidden, 
and stepping to the gas range set aside some 
of the steaming victuals and proceeded to 





Local Trade 


demonstrate his product, despite the fact that 
the lady of the house stated she did not wish to 
be annoyed. 

“The lady who reported this nuisance to me 
requested that the name be withheld, which, of 
course, we will do in all cases. This case jn 
point shows a serious situation. - Suppose there 
had been no one in the kitchen at this home 
at the particular time this vendor arrived. He 
could have easily gathered up anything of value 
that might have been laying about and made off 
with it. 

“The police department has repeatedly called 
attention to the danger of admitting strangers 
to homes because of giving an excellent oppor- 
tunity to those so inclined to commit misde- 
meanors should the occasion permit. I cer- 
tainly hope the public will report all such cases 
to me, with the assurance that their names will 
not be used in calling attention to the facts in 
the case.” 
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Exquisite Earrings and 
Dainty Slippers Are 
Especially Designed. 
to Match Madam’s 
Evening Gowris 





Colorful Celoet Gowns 
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SING this page 

from the supple- 
ment of a Sunday 
newspaper, Ray Poore 
constructed this strik- 
ing window display, 
which created quite a 
sensation. 











HREE hardware vamps recently graced a 
window display of the People’s Hardware 

Co., Gary, Ind. Ray Poore, who has charge 

of such matters at this store, is responsible for 
the display. The idea came from a page of Paris 
fashions which Mr. Poore saw in the magazine 
supplement of his Sunday paper. His repro- 
duction of hardware dressed mannikins is very 
faithful. On a show card he has mounted the 
Sunday supplement page, with the three Paris 
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Hardware Dollars 


From 


Paris Fashions 


creations, from which he made up the hardware 
vamps. 

In the background for this display Mr. Poore 
has used a startling combination of orange and 
amber crepe paper with a border of the same 
material in a cream and brown color scheme. 
The floor has the orange and amber covered 
over with dull finished screen wire which makes 
it possible to walk over it without damage. 

The three tool display panels are hung by 
jack chain and puffed up with red cloth. Red, 
old rose and pink crepe paper is used as border 
material. 

And the three hardware ladies—the figure 
on the left is cut from beaver board, painted in 
natural colors and covered with violet crepe 
paper, on top of which is black screen wire. 
The dress trimmings and earrings are made 
with grommets, jack chain and brass headed 
tacks. The train of the dress is made from 
bright link chain with chain tassels. 

The lady in the center has a dress of red 
crepe paper covered with copper screen wire. 
Spinners, ladder chain, brass hinges, screen 
numbers, stair corners and thumb tacks fur- 
nish most of the ornaments. The pendants 
from the arms include jack chain, corks and 
line bobbers. 

The figure on the extreme right is dressed in 
azure blue and white crepe paper covered with 
the dull finish screen wire, with trimmings of 
jack chains and many fish bait flies. 
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Mark McGhee 


into the waste-basket,” while another may ask: 
“Who fishes it out and answers it?” Just the 
other day I heard a gentleman say: “I never read 
form letters; never have time; I throw them in the 
waste-basket.” No doubt he did, because he came to 
us for ideas on direct advertising. He wanted to get 
out folders to send out to his customers announcing 
certain lines which he had to offer at special prices. 
He did not believe in direct advertising because 
nobody would read it. Yet he came to us for ideas 
on direct advertising as he thought he could sell more 
tools, paint and sporting goods this way than he could 
by advertising them in the newspaper, which has a big 
circulation. Can you imagine anything more incon- 
sistent? 


into the has said: “All direct advertising goes 


The Wrong Idea 


This man was absolutely sincere in what he said, but 
he didn’t know what he was talking about. He 
judged the efficacy of direct advertising by his own 
experience as to what had happened to the literature 
which he had received. He had thrown it into the 
waste-basket and thought that everyone did the same 
thing, yet he wanted to do some direct advertising as 
he thought he could sell more goods this way. 

There are thousands of business men just like this 
fellow. They throw form letters and all direct mail 
literature into the waste-basket and then condemn, 
by their own action, the efficacy of this form of adver- 
tising on the assumption that if they throw it into the 
waste-basket, others do the same thing. 

Very obviously these men have never stopped to 
think of the difference between the busy business man 
who receives hundreds of pieces of direct mail adver- 
tising literature and the average person who receives 
but one. 

In newspapers or in magazines no advertisement 
is read by everyone, so why should we expect every- 
one to read our form letters and other literature of 
this form of advertising? Yet the businesses which 


Make Uncle Sam 
Your Partner 





Mark McGhee on 


The Man That Never 


Read Form Letters 


have been built by mail prove the efficacy of this form 
of advertising. Also, that on every campaign which 
has been fairly tested direct advertising has far out- 
pulled every other form of advertising, as judged by 
sales, expense and on other basis. 

Why does Senator Capper, for all of his publica- 
tions, use over 6,000,000 pieces of direct mail adver- 
tising annually to promote the sale of his various 
papers? Why did a big New York daily resort to this 
form of advertising in order to put over a big proposi- 
tion? Why did they not use the columns of their own 
publications for this purpose? Because, as Senator 
Capper says: “We use it to fill in.” 

Why do hundreds and hundreds of other big business 
concerns spend thousands of dollars annually on their 
mailing list alone, and over $500,000,000 a year on 
direct advertising if this form of advertising does not 
pay? “Who fishes it out of the waste-basket” and 
orders 45 per cent of all the goods sold in America in 
one year? (It is claimed that 45 per cent of all busi- 
ness is done by mail.) 


The Mailing List First 


“Anything that can be sold, can be sold by mail,” but 
nothing can be sold without a good mailing list. Sears 
Roebuck, Montgomery-Ward and every successful firm 
will tell you this—including the big retail stores who 
today have become a vital factor in the mail order 
business. Nor are they alone, for the smaller retailer 
who is giving this subject the proper attention is 
growing, not only in number, but in size as well. 

The result will be that somebody is going to “rock 
the boat,” and there will not be enough life preservers 
to go around. Don’t wait for this, fellows—and it is 
coming just as sure as your name is Mr. Merchant. 
So get your mailing list in shape and keep it that 
way. If you have forgotten the things we told you 
in the first of this series as to the proper methods of 
obtaining and maintaining a good list, get them out 
and read them over. If you have lost them, let us 
know and we shall be glad to send you duplicates. 
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A Comparison of American and European Locks 


By S$. R. Fraim 
President E. T. Fraim Lock Co., Lancaster, Pa. 





and latches during the summer of 1924, revealed 

to the writer several very interesting facts. Our 
tour extended over France, Italy, Switzerland, Bel- 
gium, Holland and England and in none of these coun- 
tries, with the probable exception of Switzerland, did 
we discover any lack of national development in the 
art of the production of hardware. In France, the 
tendency has been to develop and produce high grade 
builders’ hardware, and the result has been a series 
of most excellent and artistic period designs. In the 
Louvre Galleries located in the Garden of the Tuiller- 
ies in Paris, can be seen some magnificent examples of 


\ HASTY inspection of European made padlocks 


constructed and are apparently easily disposed of in 
their local markets. 

In Italy the tendency has been to concentrate their 
activities on the development of large and cumber- 
some latches to which the Italian is very partial and 
will prefer in most cases to padlocks. The develop- 
ment of the padlock industry itself is woefully weak 
and in so far as a national predominant industry 
is concerned, is practically negligible. We might 
in passing, state the same of Switzerland where the 
manufacture of all types of builders’ hardware has 
very apparently been neglected. 

Our next series of inspections took place in Alsace 
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artistic development in most gorgeous designs wrought 
in gold, silver and bronze. The Palace of Versailles 
where the deliberations incident to the recent Peace 
Conference were held, is equipped with wonderful ex- 
amples of the art. The development of padlocks alone 
has seemingly been neglected in so far as quantity and 
we might say, quality production is concerned. 

The few patterns which are manufactured, how- 
ever, are of the medium class, but are neat and well 


and some of the old German provinces. Here, as well 
as in Italy, Switzerland, Belgium and Holland could 
be found tremendous stocks of all types of German 
made padlocks, night latches and other hardware. The 
writer well remembers being shown immense stocks 
of German made hardware in Milan, Italy; Strass- 
burg, Alsace; Brussels, Belgium and in Amsterdam 
and The Hague, Holland. The Continent is practi- 
(Continued on page 92) 
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Mainly About Chain Stores 


By Saunders Norvell 


ECENTLY I had a long and interesting con- 

versation with an official of one of the greatest 

systems of chain stores in this country. This 
line of chain stores has opened up a price cut war 
on the independent retailers. They are selling well 
known brands of drug, toilet and perfumery items 
at the retailer’s cost and, in many cases, at less than 
the goods cost the retailer. They are advertising 
these cut prices in full page space in the daily papers. 
They are advertising nothing but cut prices. They 
are only offering cut prices on well known, nationally 
advertised goods. They are not offering any of their 
own brands at cut prices. Their show windows are 
filled with these staple, nationally advertised articles, 
tagged with the cut prices. On their showcases, in- 
side of their shops, these nationally advertised articles 
are placed in conspicuous positions with cut price 
cards attached. 

Here in the metropolitan district I happen to know 
this campaign is having a very unfavorable ef- 
fect upon the independent retail druggist. One of 
the leading wholesale drug houses in Greater New 
York told me their business for the first three months 
of this year had fallen off 30 per cent while their 
collections were off 40 per cent. Collections from 
the retail druggists in New York City are very slow. 

The independent retail dealers are up against the 
fight of their lives. They have been holding weekly 
meetings, at which many resolutions have been passed. 
I am informed that they have made overtures to the 
management of this line of chain stores to call off 
the war. The chain stores have declined. The high 
rents, the high clerk hire and the high cost of doing 
business, with cut prices on 50 per cent of the entire 
line of goods they sell, are playing havoc with the 
retail drug dealer. 


What has this got to do with the hardware 
business? Nothing except that the chain store 
idea in connection with national advertising has 
not yet got a foothold in the hardware trade. 
The thinking hardware man, who is looking for- 
ward instead of backward, can study what is 
happening in the drug trade to advantage, viz., 
first, national advertising; next, chain stores; 
then, a war between chain stores and independent 
retailers with the chain stores buying their goods 
from 20 per cent to 25 per cent cheaper than the 
independent retailers. 


What is the answer? It is not very hard to see. 

I said to this official of the chain stores as we sat 
in his handsome private office in a tall building over- 
looking Forty-second Street: ‘“‘What is the big idea 
of the price war?” “Well,” he answered, “these in- 
dependent retail dealers have been getting a little 
too aggressive. We maintained prices, but they be- 
gan cutting, on first one line and then another line. 
We were very patient. We held the umbrella up over 


the trade. We stood for all their foolishness. After 
a while, our store managers got tired. They com- 
plained to headquarters. They objected to our hold- 
ing them down on prices with an iron hand. Our 
board of directors finally decided that it was neces- 
sary for us to teach the independent retail druggists 
a lesson. Now we are engaged in giving them a 
liberal education on what real cut prices mean.” 
“How long do you propose to keep it up?” I gently 
inquired. “I do not know. Our campaign has 
largely increased our sales. It is bringing new cus- 
tomers into our stores. It is pleasing old customers. 
I guess the independent retailer is getting a belly- 
full, isn’t he?” 

Now it happens that both independent retailers 
and jobbers in the drug trade are calling on manu- 
facturers to stop this fight. Manufacturers are 
asked to see the management of this chain store and 
ask them to restore prices. The management, as 
stated above, reply “We did not start this fight. The 
independent retailer started it. Why didn’t the manu- 
facturer stop them?” 

Then along came the Federal Trade Commission 
and they say that for a manufacturer to ask a jobber 
or a retailer to agree with him to maintain prices is 
a conspiracy in restraint of trade. Manufacturers 
can, according to recent decisions, stop selling a con- 
cern if they cut their prices. They can refuse to 
fill their orders, but how many manufacturers of ra- 
tionally advertised articles, who have been enjoying 
a very large business from this chain, are going to 
shut off such an account? It does not seem to work 
that way. 

I happen to know of one case last last year where a 
certain jobber in the drug line cut prices on prac- 
tically every nationally advertised item in his stock. 
He cut these items to cost. Other jobbers complained 
to the manufacturers but I know, as a matter of fact, 
that only one drug manufacturer declined to fill the 
orders of this cut price jobber. Every other drug 
manufacturer filled orders promptly and had sales- 
men on hand for more orders. 

Just stop and think. Following the line of least 
resistance, drug jobbers and retailers have allowed 
their sales to run very largely to advertised lines. It 
was the easy thing to do. It was no trouble to answer 
the call for an advertised item and then ring up the 
cash register. 

However, things worked out to their logical con- 
clusion. All of the drug jobbers and all of the re- 
tailers, including the chain stores, are carrying the 
same lines of goods. Then a price war starts—no 
matter who starts it—and 60 per cent of the total 
volume of the business in dollars is cut to cost. 
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What is the remedy? TRY TO GET LINES OF 
GOODS THAT YOU CAN CONTROL. Do not stock 
exactly the same lines as chain stores and other price- 
cutters. There are a number of good, first quality 
lines on the market that can be obtained. Of course, 
it takes a little salesmanship to introduce and push 
these lines, but isn’t it worth while? Stop and think 
of the alternative. 


Things have not yet reached this pass in the hard- 
ware business. If hardware men have any doubt 
about the facts I outline in this article; if they think 
I am exaggerating the situation in the drug trade, I 
suggest that the wholesale hardware man drop in to 
see the wholesale drug man in his town and ask him 
about the situation in the business. I also suggest 
that the retail hardware man drop in to see his friend, 
the retail druggist, and talk to him about what is 
happening in the way of price cutting in the drug 
line at the present time. 


Well, enough of this. My mail is full of interesting 
letters. Permit me to quote from several of them. 


One jobber in the Central West writes me as fol- 
lows: 


“T marvel at the egotism of the chain-store man. 
Of course, they are riding the wave just now, but 
it is noticeable more and more that the large manu- 
facturers are becoming worried over their situation. 
Too much have they permitted their distribution to 
get into the hands of the chain stores and the de- 
partment stores. It does not take long for them to 
find out that people of that type are utterly ruthless 
in their method of doing business, and they will 
dump the manufacturer quite as quickly as anyone 
else when they serve their purpose no longer. 

“T have a feeling that before long the individual 
dealer will have his day.” 


This jobber is an optimist. I hope he is right. 

Here is an extract from the letter of a very promi- 
nent jobber. This jobber is one of the leaders in the 
country. His opinion is valuable and what he has 
to say is well worth reading. He is a practical man 
and has devoted his entire life to the business: 


“A few days ago an official of a company handling 
a large chain of stores, ‘in his foolish pride’ made 
the statement that they were going to teach the 
individual retailer a lesson in cut rates, and they 
have begun a most aggressive cut rate war. Fool! 
Fool! Has he not learned and will he never learn 
that such methods teach only destruction and never 
settle anything? It is not written in the history of 
business that any abuse has ever been corrected by 
such methods. The gentleman has the mentality of 
the War Lords—‘I have the strength; therefore, I 
will destroy mine enemies.’ 

“The same gentleman remarked, ‘The jobber is 
doomed.’ Again the wish was father to the thought 
—‘the jobber may be doomed, but not by dictum.’ 
It is an economic question solely. If the jobber is 
needed, he will remain and until a more economical 
method is found whereby the manufacturer may 
reach the farthest extent of this country with his 
merchandise than through the existing channels of 


“*Why the jobber?’ Because he can and does 
render a service covering every city, town, village 
and hamlet in his State and furnishes the manufac- 
turer a complete coverage that no other agency thus 
far provides. However, that is not enough. If the 
wholesaler is to continue, he must prove that he is 
a vital contributing factor in the scheme of distribu- 
tion; he must recognize his relation to the manufac- 
turer; he must feel his responsibility to function; 
when he claims that he can give a manufacturer 
complete distribution over a territory and the manu- 
facturer accepts his statement, they have formed an 
actual partnership. The jobber undertakes to sell 
the goods with such sales assistance and advertising 
as may be agreed upon. If the manufacturer has to 
continue his salesman in the territory to secure 
distribution, the plan fails. The success or failure 
of the business rests as much upon the shoulders of 
the jobber as on the manufacturer. 


“The jobber must recognize and adopt modern and 
growing methods of merchandising. The jobber who 
does not will fail to hold his position and another 
will take his place. The steadily increasing number 
of items a merchant must-have to satisfy the public 
and keep up with the rapidly rising tide of national 
advertising creates an added need for the jobber and 
establishes him more firmly than at any time in 
past history. The jobber appears to be here to 
stay.” 


Another enterprising jobber from Pennsylvania 


writes as follows: 


“Mr. Filene in his book, ‘The Way Out,’ recog- 
nizes the criticism offered in the first paragraph of 
your letter cf March 9 in regard to individuality 
being swallowed up in mass production methods and 
makes a reply to this criticism. 

“The reason that I have been so much interested 
in this book is because there seem to be a few more 
jobbers than necessary and if it were possible to 
consolidate in some fashion or other up to a reason- 
able limit, it would seem as though economies in 
distribution could be effected. 

“Your article, ‘Mass Production and Selling,’ in 
the March 12 issue of HARDWARE AGE, recalls to my 
mind a talk which you made in Atlantic City a year 
ago last fall, particularly that part which deals with 
the matter of national advertising. I think at that 
time you stated that your thought in the matter was 
that it would be more advisable for the manufac- 
turer and jobber to cooperate in educating the retail 
salesman than to spend so much money on national 
advertising and that this eventually would work out 
to the benefit of the jobber particularly. 

“During the past few weeks I have written quite 
a number of manufacturers with the idea of getting 
them to make up a sales manual on their product, 
the manual to be written from the retail salesman’s 
point of view, and have already received some 
articles which are really very good. I hope to work 
along these lines for a little while and see if we can 
build up some sort of a manual. I am fully con- 
vinced myself that if the average hardware retail 
salesman knew his line and was interested in his 
job from the sales angle the hardware retailer 
would have overcome his biggest difficulty.” 


I hope this time I will not run over my two pages. 


the wholesaler and retailer, he will continue. When 
the jobber is destroyed, the retailer’s area will be 
greatly restricted. 


If I were not afraid of taking up more than my 
share of space I would quote some more interesting 


letters, but I will save them for a future article. 
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Lost Opportunities 


FTER studying conditions in the retail hardware 
A trade of this country,” says Mr. Gray, in the fol- 
lowing address which was delivered at several 
Hardware Conventions, “I am impressed by the fact that 
there are many opportunities overlooked by the retail 
hardware merchants—but being an optimist I am also 
sure that there were very many more opportunities which 
we recognized. But the opportunities not taken advantage 
of have gone, never to return. 


By George M. Gray 








T is said a sculptor showed a visitor his stu- 
dio. It was full of gods. One was very curi- 
ous. The face was concealed by being cov- 

ered with hair and there were wings on each foot. 

“What is his name’’? inquired the visitor. 

“Opportunity,” was the reply. 

“Why is his face hidden’? . 

“Because men seldom know him when he comes 
to them.” 

“Why are the wings on his feet’? 

“Because he is soon gone, and once gone can 
never be overtaken.” 

Referring back a number of years ago when 
the automobile was coming into its own, there 
was a call at the hands of the retail hardware 
craft for automobile accessories. This call was 
unheeded by many retailers and as a result, this 
large volume of business that rightfully belongs 
to the retail hardware trade, has gone to the 
garages, never to return, and other profitable 
lines have gone to the drug stores and the dry 
goods stores. As a passing suggestion, it may 
be observed that we who are in the retail hard- 
ware business, who pay the most attention to 
remodeling our stores with adequate equipment 
and up to date fixtures, are likely to secure the 
indorsement and patronage of the public, espe- 
cially the women and children, and a less per- 
centage of the business which rightfully belongs 
to us, would not be going to the drug stores, 
the department stores and the house to house 
canvassers. 

I am thoroughly convinced that the arrange- 
ment of stores has, and can be made the means 
of increasing sales. Last week in attending the 
Indiana Hardware Convention, or rather I would 
prefer to call it a school, I was impressed with 
the optimistic views of scores of retail hard- 
ware men who had remodeled their stores and 
placed in them up-to-date fixtures and display 
tables. Many of the retail hardware men are 
beginning to see the great need of a change in 
the way of selling merchandise. Woolworth 
saw it many years ago. Who was Woolworth? 


Every child knows that he was the head of the 
great Woolworth stores. As some of you read 
in one of the magazines a few months ago, he 
was a clerk in a small store in Pennsylvania. 
The sales were not up to his idea of what they 
should be, and he persuaded the proprietor to 
permit him to arrange the stock on tables in 
the store, and as a result all of the stock was 
sold during the day. He then asked the pro- 
prietor to permit him to continue the method, 
but the proprietor said “No!” “This is an old 
established firm. My great grandfather ran this 
store, my grandfather and my father ran it, and 
now I am running it, and I do not need such 
foolish ideas as you are presenting.” This man 
when he died scarcely had money enough to bury 
him, while Woolworth died a millionaire. 

A complete survey shows that very few retail 
hardware men have siezed this opportunity of 
remodeling their stores and adding these addi- 
tional lines, and as a result those who have been 
fortunate enough to do so are gratified, not only 
with the volume of business, but with the mar- 
gins obtained thereon. 

In coming in contact with the retail hard- 
ware merchants over the United States, I have 
asked myself the question, “Why does one go far 
beyond the other? Why does one get the larger 
volume of business with a fair margin, and an- 
other goes back? My answer is: “The former 
studies the need of his community, he finds out 
what the public want and adds such lines that 
will sell, and does not tie up capital in what they 
don’t need. The result of such careful study is 
reflected in the following resolution: 

“Acting as purchasing agent for his com- 
munity, it is the hardware merchant’s function 
to keep informed of the merchandise essential 
to the convenience, comfort and resultful living 
of the people of such community, and to supply 
those needs intelligently and economically.” 

I come in contact with a few retail hardware 
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Important Trade Topics Discussed 
at San Francisco 


W. B. Allen reelected president of Northern California Retail Hardware 
and Implement Association—Partial Payment Paint Plan Indorsed 


IGHLIGHTS of the convention and exposi- 
tion of the Northern California Retail 
Hardware & Implement Association, March 

11-13, Civic Auditorium, San Francisco, Cal., 
were as follows: 

1—A prediction by George H. Eberhard that 
1925 will witness the development of a large string 
of chain department stores on the Pacific Coast, 
and the publication in San Francisco newspapers 
the following day of the news of a $25,000,000 
deal involving the purchase of the first unit of a 
proposed Pacific Coast department store chain. 

2—Indorsement by various convention speak- 
ers of the plan whereby the painting of residen- 
tial property may be arranged on a convenient 
payment basis. 


After outlining the development and to establish and operate a _ Pacific 


&o—Declaration by Miner Chipman, merchan- 
dising engineer, that the development of the chain 
store and the specialty shop is a reflection on the 
merchandising methods of the hardware trade, 
which, he: said, have not. changed rapidly enough 
with changing business conditions, and the hard- 
ware merchant, has therefore, lost business and 
prestige. | 


4—The throwing open of the doors of the ex- 
position to the general public. 


5—The reelection of all incumbent officers— 
W. B. Allen, Palo Alto, president; A. D. Ketterlin, 
Santa Rosa, first vice-president; Frank Smith, 
Fresno, second vice-president; Le Roy Smith, San 
Francisco, secretary-treasurer. 


The convention was opened and pre- 


the methods that have helped to make 
the chain store successful, George H. 
Eberhard, president, the George H. 
Eberhard Co., and _ vice-president, 
Evans & Barnhill, Inc., San Fran- 
cisco, stated that “the chain store is 
the fastest growing merchandising 
unit in modern retail business. The 
chain store,” he said, “is just in its 
infancy, and I venture the prediction 





N. A. Gladding 


that 1925 will witness the develop- 
ment of a large chain of department 
stores on the Pacific Coast.” 

The following day San Francisco 
newspapers published the news of the 
purchase of Kahn Bros. department 
store in Oakland, and the announce- 
ment by B. F. Schlesinger of the 
formation of a $25,000,000 corporation 


Coast string of department stores. 

Mr. Eberhard said that “sentiment 
ran ahead of business following the 
Presidential election last fall,’”’ and he 
cautioned his listeners to remember 
that “Presidents do not make eondi- 
tions, but that conditions make the 
records of Presidents.” 


“Fundamental Conditions Sound” 


Fundamental economic conditions, 
he said, are essentially sound, and 
there are many indications, he added, 
that point to the possibility of advanc- 
ing prices in all major commodity 
markets. The present year should. be 
a good business year, he said, if price 
levels are not advanced too rapidly. 

Mr. Eberhard commented on _ the 
rapid growth of the radio industry. 
Radio, he said, contains many elements 
of hazard to the retailer who attempts 
to stock it without proper knowledge 
of the facilities for handling it in a 
way that will enable him to dispose 
of his stocks quickly. 

The extension of the easy payment 
plan of merchandising with all of the 
credit hazards that it entails was 
severely criticized by the speaker, who 
characterized it as a costly and dan- 
gerous method that is pyramiding 
daily, and causing concern to econom- 
ists and bankers. This method of 
financing sales, Mr. Eberhard said, has 
enabled many industries to expand, 
but at the same time, he said, it is 
based on the potential earning power 
of the buyer, rather than on the ac- 
tual production of wealth. 

Mr. Eberhard also made a plea to 
the association members to take a 
more active interest in the conserva- 
tion of water, by indorsing the storage 
of surplus water in adequate reser- 
voirs, and the protection of the water 
sheds, by re-forestation and forest 
conservation. 


sided over by W. B. Allen, president, 
who urged the members in attendance 
at the sessions to make notes and take 
them home with them for praetica! 
application. 


Committee Chairmen 


Chairman of committees appointed 
by the chair were as follows: Frank 





S. &. Miles 


Rittigstein, resolutions; Fred Duhring, 
legislation; Frank Smith, grievances; 
I. C. Walker, nominations. 

S. R. Miles, manager, store manage- 
ment service, National Retail Hard- 
ware Association, spoke on margin, ex- 
pense and profit, using charts to il- 
lustrate the necessity of quick turn- 
over at a consistent margin, and the 
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value of accurate buying and sales 
records. 

Richard M. Neustadt, managing 
director, Retail Merchants Associa- 
tion, San Francisco, spoke on _ the 
benefits of organization and_ the 
necessity of the independent retailers 
getting together for selving the prob- 
lems of modern merchandising. 

Miner Chipman, merchandising en- 
gineer, San Francisco, told the hard- 
ware dealers that the growth of the 
chain store, and the development of 
hardware trade by drug stores and 
specialty shops is a sad reflection on 
the merchandising methods employed 
by many hardware dealers. He said 
that the average hardware store is 
attempting to display and sell goods 
in a store five times too small. 


Windows Overcrowded 


“Nine out of ten hardware men,” 
Mr. Chipman said, “put everything 
but the cash register in their store 
windows, when every psychologist and 
department store window trimmer 
will tell you that the average person 
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can only look at five objects at one 
time and remember them.” 

Mr. Chipman also criticized the 
average hardware merchant for try- 
ing to get too much profit on small 
staple articles, and not enough on 
specialty lines. 

President Allen, who attended the 
Spokane and Portland conventions re- 
cently told of visiting the store of F. 
A. Ernst, Seattle, Wash., vice presi- 
dent of the Pacific Northwest Hard- 
ware and Implement Association. Mr. 
Ernst, said Mr. Allen, has solved many 
small but perplexing problems of 
everyday hardware merchandising. He 
sells rope not by the pound but by 
fifty feet lengths, all tied up in coils 
ready for the customer to carry out 
of the store. He also sells nails in 
one and five pound boxes, which are 
easy to handle because they are all 
ready for the customer when he asks 
for them. 


Gladding Praises National 
N. A. Gladding, E. C. Atkins & Co., 
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Indianapolis, Ind, a visitor at the con- 
vention predicted a good business year 
for the hardware trade, but declared 
that there is too much open predict- 
ing in the country today, and that 90 
per cent of our imagined troubles 
never happen. Mr. Gladding also 
spoke at the closing session and con- 
gratulated the association on its ex- 
position, which contained nearly one 
hundred displays by manufacturers 
and jobbers. Mr. Gladding also char- 
acterized the National Retail Hard- 
ware Association as “the greatest 
trade association in the United 
States” because of the work that it 
is doing. 

At the closing session Fred Duhring 
and Frank Smith, past president and 
incumbent second vice-president, re- 
spectively, gave resumes of the con- 
vention sessions. A. D. Ketterlin, first 
vice president was elected representa- 
tive of the association to attend the 
National Retail Hardware convention 
at Philadelphia in June. 





A Single Stroke Poster Alphabet 


(Continued from page 57) 





eaereens 


ovals, squares or angles to be found in the con- 
struction of any of these letters. There is only 
one rule the beginner should observe, and that 
is to keep the letters slender and observe the 
thick-and-thin formation of the different 
strokes. This chapter embraces the capital and 
lower-case letters with practice strokes. This 
gives the beginner right angle, horizontal, per- 
pendicular, circle and oblique strokes to prac- 
tice on. This Poster alphabet requires less 
single strokes to complete each letter than any 
other type of alphabets, as the sharp spurs or 
terminals of the different strokes may be en- 
tirely eliminated at the will of the writer. For 
instance, the top of the lower-case letters “‘h” 
or “I” may be made with a pointed stroke and 
brought right down to the bottom guide line in 
one sweep of the brush; as the brush is removed 
the stroke is finished. In other words the letter 
“1”? is completed in just one single brush stroke, 
the letter “h” requiring just one more stroke to 
complete. Many a show card has been spoiled 
by bad spacing and crowding of words and let- 
ters. All square and round letters in the Ro- 
man and Egyptian alphabets should occupy the 


same space respectively, but not so with this 
Poster type, for it may be condensed or ex- 
tended to suit any given space without giving 
the slightest appearance of being crowded. 
Even two letters of a kind may appear in one 
word, both being of different proportions. 
Whenever possible all round letters should oc- 
cupy more space than the square or straight 
letters. The lower-case round letters are classi- 
fied as c, e, g, 0, qd and s. Whenever the lower- 
case letters “g’”’ or “y” appear at the end of a 
word they may extend below the line as far as 
the layout space permits; all these little details 
help to lend an artistic effect to the show card. 

Poster lettering looks its best when done on 
black or dark colored cardboard in bright or 
warm colors. For example, have one line of 
lettering done in light turquoise blue, another 
line in brilliant orange color and the rest of let- 
tering done in a cream color. Finish off card 
by running a dark ultramarine blue border 
around the edge. If there are many open 
spaces between lines of lettering the poster 
artist usually adds a few clusters of circles or 
dots of different colors closely together. 








Coming Conventions 








TION CONVENTION, Little Rock, May, 1925. 


Trust Building, Little Rock. 


LINAS CONVENTION AND EXHIBITION, Spar- 
tanbureg, S. C., June 9, 10, 11, 1925. Arthur 








MANUFACTURERS 


AMERICAN HARDWARE Commercial Bank Building, Charlotte, Hotel. CC. L. Thompson, secretary-treas- 
ASSOCIATION CONVENTION, Dallas, Tex., WN. C. urer, Canyon, Tex. 
April 21, 22, 23, 24, 1925. Headquarters, MISSISSIPPI RETAIL HARDWARE AND SOUTHERN HARDWARE JOBBERS’ ASSOCIA- 
Adolphus Hotel. F. D. Mitchell, secre- [mMpLeEMENT ASSOCIATION CONVENTION, Bi- TION CONVENTION, Dallas, Tex., April 21, 
tary-treasurer, 1819 Broadway, New York loxi, June 8, 9, 10, 1925. Guy Nason, 22, 23, 24, 1925. Headquarters, Adolphus 
City. secretary, Starkville. Hotel, John Donnan, secretary, Rich- 
ARKANSAS RETAIL HARDWARE ASSOCIA- NATIONAL RETAIL HARDWARE Assocrta- mond, Va. 


. P. Biggs, secretary, 815-816 Southern 


HARDWARB ASSOCIATION OF THE CARO- 


ASSOCIATION 


R. Craig, secretary-treasurer, 717-718 May 4, 5, 6, 1925. 


TION CONVENTION, Congress Hotel, Phila- 
delphia, Pa., June 22, 23, 24, 25, 26, 1925. 
Herbert P. Sheets, secretary-treasurer, 130 
East Washington Street, Indianapolis, Ind. 

PANHANDLE HARDWARE AND IMPLEMENT 
CONVENTION, 
Headquarters, Amarillo 


GEORGIA AND FLORIDA, 


14, 1925. 
urer, 701 Grand Theater 
lanta, Ga. 


Amarillo, Tex., Building, 


penne CUEEUEDOCDORE CET ORDO 





SOUTHEASTERN RETAIL HARDWARE ASSO- 
CIATION, COMPRISING TENNESSEE, ALABAMA, 
CONVENTION AND 
EXHIBITION, Birmingham, Ala., May 12, 13, 
Walter Harlan, secretary-treas- 
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Schroeter’s Improved 
“Home” Cherry Stoner 


Schroeter Bros. Hardware Co., St. 
Louis, Mo., claim that their “Home” 
cherry stoner operates without injury 
to the fruit’s form or flavor; that it 
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” PAT. AUG. 
is durable and compact, having no 
complicated parts. The hopper holds 
a dozen or more cherries at a time. 


Two are pitted with one downward 
thrust of the plunger handle. 





Display Board for Stanley 
Tools 


This Four-Square Display Board, 
being put on the market by the Stan- 
ley Works, New Britain, Conn., one 


pantie’; 


* 


_ | 
2 - 
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i <S FOUR: SQUARE TOOLS |. 
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#OUSEHOLD USES 





might call an open chest. It is de- 
signed to keep the essential household 
tools in a compact as well as conven- 
ient order and to show them to ad- 
vantage. 


— ae 


Auto Tow Line for Motorists 


Au-Tow-Line put out by the Cline- 
Florsheim Corp., Chicago, will appeal 
to those who wish always to be pre- 
pared. 

Autos at times slip into ditches, have 
dead batteries or wet ignition coil 
without warning or apparent provoca- 
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tion, but with the Au-Tow-Line the 
motorist is prepared with the cooper- 
ation of the good fellowship of the 
road to avoid “becalms” or prolonged 
“parkings.” 

The Au-Tow-Line has not only the 
elasticity of first manila rope, but the 
strength of steel cable. Packed in at- 
tractive cartons adds to colorful dis- 
plays. Sold at popular prices. 





Sanitary Water Carrier Will 
Appeal to Motorists 


The Auto Bed Camp Mfg. Co., 
Kansas City, Mo., is offering a new 
five gallon water bag designed to be 
attached to the side or above the rear 
fender of an automobile with a view 
to providing cool water to tourists and 
campers, within which can be placed 
a fruit jar containing perishable foods. 
It is claimed that even the sun’s direct 
rays do not affect the cool tempera- 
ture. 

By utilizing the law of evaporation, 
it is said this container keeps water 














cool and fresh—a refrigerator with- 
out ice. 

It is made of imported pure linen 
securely tailored into a heavy web 
carrier and fitted with a regular all 
metal ball and ground socket faucet. 

The new improved full open’ top 
makes for easy filling and cleaning. 





Additions s0 Milcor Lines 


(THE Milwaukee Corrugating Co., 
Milwaukee, has just issued a com- 
plete catalog covering a new line of 
products, namely furnace pipes and 
fittings, stove pipe and elbows. The 
catalog, which consists of 56 pages, 
lists all of the new items with full 
descriptions and prices and gives detail 
information as to the shipping pack- 
ages of stove pipe and elbows together 
with the method of packing and the 
shipping weights. 

Another feature of the catalog, is 
that it contains in full the standard 
code regulating the installation of 
warm air heating furnaces in resi- 
dences. 

The Milcor company has just com- 
pleted a factory building in Milwaukee 
at an expense of $250,000 which will 
be devoted exclusively to the manufac- 
ture of the new line which will be 
distributed direct from the factory and 
also from the company’s warehouse 
branches located at Chicago, Kansas 
City and LaCrosse. 
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Safety Shoes Prevent Ladders 
Slipping 


Safety shoes made by the U. S. 
Safety Appliance Corp., Cleveland, 
Ohio, are designed to prevent ladders 
from slipping or sinking. 


Great adaptability is claimed for 








them whether used on hard, soft, even 
or uneven ground, mud, sand or ice- 
coated surfaces, indoors or out. 

The shoe comprises two main parts, 
the upper part or shoe proper con- 
structed to give strength and the flex- 
ibility of ‘the human foot, swings to 
any angle the ladder takes; a double- 
wedged rectangular base has_ spiked 
underside or sole similar to athletic 
shoes to secure footing. 





Voos Grafting Knife 


The Voos grafting knife made of 
cutlery steel by the Voos Co, New 
Haven, Conn., is distributed by John H. 
Graham & Co., 113 Chambers Street, 
New York City, which acts as direct 








factory representative. The knife is 
forged in one piece, highly polished, 
and measures 8% inches’ extreme 
length. The Voos grafting knives are 
packed six to a box. - 





This “Visible Toaster” Will 


Appeal to Housewife 


The Haber Electrical Appliance Co., 
866 West North Ave., Chicago, has an- 
nounced a new visible toaster. This 
new product added to the electrical 
appliance field offers some innovations 
for the housewife. Instead of placing 
the bread on the outside of the toaster, 
it is placed in the center of the appli- 
ance and the operator can watch it 
brown through glass windows on the 
side. It was for this reason that the 
manufacturers named it the Visible. 
The bread, up to % in. thick, slides 
in easily and stands upright between 
two rows of heating elements where 
it toasts on both sides at once. Fiber 
castings are used to prevent the toaster 
from scratching the table or stand and 
it is finished in a high polish nickel 
with 6 ft. cord and plug. Each toaster 
is packed in an individual carton. 
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CURRENT NEWS 





Window Displays Discussed by 
Manhattan-Bronx Ass’n 


The importance of window displays 
was fully discussed at the regular 
monthly meeting of the Hardware and 


Supply Dealer’s Association of the 
Manhattan and Bronx Boroughs, held 
at New York Turn Hall, New York 


City, March 17, 1925. President Wil- 
liam T. Patterson presided. 

Adam Troy, New York Knife Co., 
outlined a new selling plan of his com- 
pany and then the meeting was turned 
over to Vice-President Edward Fergu- 
son. 

Charles J. Heale, associate editor, 
HARDWARE AGE, told of the basic prin- 
ciples of attractive window displays, 
cited experiences of other hardware 
dealers, which he as a reporter had ob- 





served, and urged members to study 
their display problem and to follow 
definite plans which he outlined. : 

M. Wyckoff, formerly Western 
editor, HARDWARE AGE, and now its cir- 
curation manager, demonstrated on a 
model display the use of panel back- 
grounds, colored lights, diffused lights, 
drapes and pedestals. Mr. Wyckoff 
pictured in a graphic and practical way 
seme of the simple arts of better win- 
dow trimming using equipment loaned 


by Holophane Glass Co., New York City. 


Mr. Ferguson gave his observations 
cf window displays in Buffalo stores, 
which he had seen at the recent State 
convention. 





L. Gould Now Distributors 
for Osborn Brushes 


John A. Larson, central Western 
district manager of the household brush 
division of the Osborn Manufacturing 
Company, Cleveland, announces the ap- 
pointment of L. Gould & Company, Chi- 
cago, as authorized distributors of the 
Osborn household brushes in that dis- 
trict. 

As authorized distributors, L. Gould 
& Company will at all times carry an 
adequate stock of all Osborn brushes, 
including assortments, in order that 
dealers may receive prompt service, 

The Osborn line is distributed exclu- 
sively through retailers. 





Bernz Issues New Prices on 


Furnaces, Torches, etc. 


Otto Bernz Co., Inc., 17 Ashland 
Street, Newark, N, J., announce a 
change in prices on furnaces, torches 
and repairs. These prices become ef- 
fective March 18, and represent reduc- 
tions and advances on the company’s 
several lines. The complete list is too 
long to permit publication. 


Pritzlaff Will Celebrate 
Seventy-fifth Anniversary 


In celebration of its seventy-fifth an- 
niversary, the John Pritzlaff Hardware 
Co., Milwaukee, Wis., will hold its din- 
ner April 1 at the Wisconsin Club. 
Stockholders, employees and _ invited 
guests will attend. 





Radio Manufacturers Merge 
Factory and Sales Depts. 


The Colonial Radio Corporation, 
Long Island City, N. Y., and the Mul- 





tiple Electric Products Co., Inc., New- 
ark, N. J., have merged their factory 
and sales organizations, and will oper- 
ate as the Atlas-Colonial Corporation. 
Executives are: A. C. Swenson, presi- 
dent; Dr. Fulton Cutting and Bowden 
Washington, vice-presidents; William 
C. Schmidt, treasurer, and Justin L. 
Miner, secretary. W. R. Edrington, 
formerly president of the Colonial 
Radio Corporation, is chairman of the 
board of directors, which is composed 
of the officers. 


—_—- --—— -— 


Hammacher, Schlemmer to 


Build Branch Store 


Hammacher, Schlemmer & Co., manu- 
facturers and distributors of hardware, 
New York City, have purchased prop- 
erty at 145-147 East Fifty-seventh 
Street. The plot measures 50 x 100, 
and will be used as a site for a modern 
building of which at least three floors 
will be devoted as a branch store for 
the company, where a complete tine 
of housefurnishing lines, as well as 
hardware and factory supplies will be 
carried. 

This move affects in no way the old 
established downtown business of this 
company. 


Shepherd Will Open Store at 
Swissvale, Pa. 


George H. Shepherd, formerly a re- 
tailer at Snow Hill, Md., will on May 1 
open a hardware store at 1922 Monon- 
gahela Avenue, Swissvale, Pa., where 
he will carry hardware, paints, oils, 
glass, electrical goods, stoves, sporting 
goods, housefurnishing goods, etc. 





Hon. Ira Edwards Dead@ 


Founder of Ira Edwards’ Sons Dies 
in Ninetieth Year 


Ira Edwards, one of the oldest resi- 
dents of Orleans County, N. Y., and 
the founder of the retail hardware firm 
of Ira Edwards’ Sons, Holley, N. Y., 
died recently at his home in Holley. 

Mr. Edwards, who was 90 years of 
age, was born in 1834, and came of a 
pioneer family. In 1870 he established 
a general hardware business in Holley, 
and was a leading business man of the 
county from that time until his retire- 
ment from active work, May 1, 1916, 
when the business was taken over by 
his two sons, Frank S. and Fred A. 
Edwards, who have since conducted it 
under the name Ira Edwards’ Sons. 

As a business man, Mr. Edwards’ 
long career was celebrated for his strict 
integrity, high commercial ideals and 
regard for the welfare of the com- 
munity. He always took an active part 
in everything conducive to the welfare 
of the community, was organizer and 
president of the old Holley Literary 
and Debating Society, a member of the 
Board of Education for many years, 
and held various public offices, presi- 
dent and trustee of the village, and su- 
pervisor of the town. He represented 
the county as member of. Assembly for 
two terms, 1887 and 1888. 

Mr. Edwards was a devout Chris- 
tian and an organizer of the First 
Methodist Episcopal Church of Holley. 
He was a member of the board of trus- 
tees from the organization of the church 
in 1870 until his death, and for very 
many years president of the board, 
being continued in that office as hono- 
rary president during the last four 
years when advancing age prevented 
him from continuing an active part. 
He was first superintendent of the Sun- 
day School and conducted a Bible class 
for forty years. 





Fulghum Will Direct Sales 
for Crosley Radio Corp. 


Walter B. Fulghum has been ap- 
pointed general sales manager of the 
Crosley Radio Corp., Cincinnati, Ohio. 
For many years he was associated with 
the Victor Talking Machine Co., Cam- 
den, N. J. Mr. Fulghum has also had 


considerable retail experience. 





Pratt & Lambert Advances 
H. S. Prescott 


Pratt & Lambert, Inc., Buffalo, N. Y., 
varnishes and enamels, has appointed 
H. S. Prescott sales manager of its 
eastern division, with headquarters at 
New York. He succeeds R. M. Mon- 
tague, who has resigned. Mr. Prescott 
was formerly a district sales manager 
in New England. 
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OF THE TRADE 





Crowe, McGarvey Co. Move 
to Larger Quarters 


Matthew R. Crowe, manager Crowe, 
McGarvey & Co., Boston, hardware and 
tools, announces that the company has 
moved from 128 Pearl Street to 63-64 
Commercial Wharf, where very much 
larger quarters have been obtained. It 
is proposed hereafter to carry a much 
larger and better assorted stock than 
heretofore. Shipping room facilities 
are much more up to date and efficient 
than heretofore. In addition, the com- 
pany has made a big improvement in 
the method of stocking merchandise, al- 
lowing for the quick handling of goods 
in and out of stock. 





Spring Edition Issued of 
McCreary’s Monthly Message 


McCreary’s Monthly Message for 
March, 1925, is devoted to spring mer- 
chandise, and has a very suitable 
spring-like illustration on the front 
cover. This booklet is published by 
McCreary Bros. Co., Scottsbluff, Neb. 





Purchasing Agents Will Meet 
in Milwaukee May 25-28 


The tenth International Purchasing 
Agents’ Convention and Informashow 
will be held in Milwaukee, Wis., May 
25 to 28, under the auspices of the 
National Association of Purchasing 
Agents. 


Trade Catalogs Received 


The Holophane Glass Co., Inc., 342 
Madison Avenue, New York City, has 
issued a new book on industrial light- 
ing. which describes industrial lighting 
units with specific application to a large 
variety of industries. 





Brown & Sharpe Mfg. Co. of Provi- 
dence, R. I., has just issued a new gen- 
eral catalog, No. 138, containing over 
six hundred pages, which lists their 
complete line of machinery, tools, cut- 
ters, attachments, etc. Several new ad- 
ditions have been made to the line of 
machines, tools, cutters, etc., as shown 
in the previous catalog. The catalog is 
a convenient pocket size, containing 
much useful and valuable information. 





A new 64-page catalog, No. 25, has 
just been issued by the Newark Wire 
Cluth Co., 351 Verona Avenue, Newark, 
N. J. The catalog covers complete de- 
<eription and price on the metallic filter 
cloth and wire cloth and all metals, and 
also gives some technical data regard- 
ing U. S. Standard screen scale. 


A. J. Reach Co., Philadelvhia, Pa., 
has issued its spring 1925 catalog on 
haseball goods, tennis goods and golf 
go.ds, With this catalog is included 
a trade price list on these lines. 








Clarke with United Electric 


Kenneth S. Clarke has been appointed 
vice-president and general manager of 
the United Electric Co., Canton, Ohio, 
makers of the Ohio Electric cleaner. 
Mr. Clarke was formerly general man- 
ager of Altorfer Bros., Peoria, Ill. 


Neely Powers, Vice-President 
of Geo. H. Bowman Co. 


Neely Powers has been elected vice- 
president and a member of the board of 
directors of The Geo. H. Bowman Co., 
Cleveland, Ohio, manufacturers and 
distributors of coaster wagons, china- 
ware, etc. 





Oneida Salesmanship Con- 
test Open to All Retail 
Clerks 


Every retail salesman is eligible to 
compete in the salesmanship contest be- 
ing conducted by Oneida Community, 
Ltd., Oneida, N. Y., in which 480 cash 
awards will be made. The first prize 
is $100; there are 4 prizes of $50 each; 
8 prizes of $25 each; 100 prizes of $10 
each; 100 prizes of $5 each and 200 
prizes of $2.50 each. Awards total 
$2500. - 

The only requirement is that the 
salesman write in 250 or less words 
the methods he has found most suc- 
cessful in selling Community Plate sil- 
verware; the service features he dem- 
onstrates to customers or any indi- 
vidual sales stunts which he has found 
effective in making sales. The letters 
will be judged solely on a basis of good 
salesmanship. | 

The company has prepared a booklet 
which covers many sales ideas. This 
booklet is available to any interested 
salesman and may be obtained upon re- 
quest. 

Judges are: Bartley J. Doyle, H. A. 
Robertson, Pierpont B. Noyes, G. Way- 
land-Smith and Dr. B. L. Dunn. 

Letters must be received by the com- 
pany not later than July 1, 1925. 





Bridgeport List Prices Now 
on Celluloid Card 


The Bridgeport Screw Co., Bridge- 
port, Conn., has performed a construc- 
tive service to the hardware trade by 
issuing its list prices of wood screws 
on a celluloid card instead of on paper 
as heretofore. The card is 4 inches 
wide by 6 inches long, of good thick- 
ness and printed in two colors. 

One side of the card carries the list 
prices on iron and steel wood screws, 
and the other side is devoted to lists 
on brass and bronze screws. All the 
regular lengths and diameters are 
listed. The number of gross in a 
bundle is indicated by small figures on 
the side, divided by a star. 





The use of celluloid insures a clean, 
always legible, sanitary card, which 
may be carried in the pocket, ‘without 
becoming torn, creased or worn. It 
may also be used under the glass top 
of a desk, or hung conveniently on a 
hook or nail in any accessible place. 

These cards will be mailed to hard- 
ware merchants upon request by the 
Bridgepert Screw Co. 


Central States Radio Jobbers 
Form Trade Association 


Formation of the Central States 
Radio Jobbers Association was effected 
at the convention of the jobbers of In- 
diana, Ohio, Kentucky and West Vir- 
ginia, which was held in Cincinnati, 
Ohio, on March 9 and 10. 

F. D. Van Winkle, president of the 
Post-Glover Electric Co., Cincinnati, 
was elected president of ‘the new or- 
ganization; W. H. Gee, of Wheeling, 

. Va., vice-president, and Otto H. 
Berger, the Julius Bantlin Co., Cincin- 
nati, secretary-treasurer. The officers 
were selected by the board of direc- 
tors, which is composed of F. D. Van 
Winkle, chairman; L. T. Milnor, P. H. 
Oelman and Otto Berger, Cincinnati; 
W. H. Gee, Wheeling, W. Va.; C. L. 
Callender, Indianapolis, Ind.; H. O. 
Smith, Akron, Ohio; Neil O’Connor, 
Columbus, Ohio, and H. L. Burns, Day- 
ton, Ohio. 

Cleveland has been selected as the 
next convention city of the association, 
which will meet there next September. 
W. H. Gee has been named chairman of 
the membership committee. He will 
appoint district chairmen, who will 
work under his direction when the as- 
sociation’s big membership drive is 
launched shortly. 

A special committee, consisting of 
H. O. Smith, Akron, Ohio, chairman; 
P. H. Gelman, he 2 Milnor and L. F. 
Vollmer, Cincinnati, was appointed to 
aid jobbers in solving this problem. 








John A. Harvin Has Been 
with Peden 30 Years 


John A. Harvin, vice-president and 
manager, Peden Iron & Steel Co., 
Houston, Tex., recently completed a 30- 
year period of service with the com- 
pany. He joined the company in 1895 
as a general all-around handy man 
doing odd jobs around the warehouse, 
building shelves, and then later a 
traveling salesman. He afterwards took 
charge of the warehouse and shipping, 
and in seven more years was elected 
assistant manager, a director, and then 
vice-president and manager. 


“Uncle John” is the familiar name 
by which Mr. Harvin is known among 
the company’s 300 employees. His 
hobby is hunting and fishing, and he 
is very fond of spending a week-end 
on his farm located on the banks of 
Taylor Lake, about an hour’s ride from 
the city. 
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Activities Against Open Price 
‘Trade Associations Renewed 


No “Trust Busting” in Prospect—Congressional Leaders Go to Europe to 
Study Foreign Policies of Taxation at Close Range 


WASHINGTON, March 23, 1925 


RESOLUTION presented in the 

\ Senate during the past week by 

Senator McKellar of Tennessee 
nas started something. The Federal 
Trade Commission and the Department 
of Justice have begun an informal re- 
view of their files for the purpose of 
determining the information on hand 
with regard to “open-price” associa- 
tions, the activities of which have in- 
duced the Tennessee Senator to demand 
a comprehensive inquiry. 

The McKellar resolution directs the 
Federal Trade Commission to investi- 
gate the number and nature of these 
open-price associations, the extent to 
which they maintain among members 
uniform prices to wholesalers and re- 
tailers and whether these and other 
activities are in violation of the anti- 
trust laws. The preamble of the re- 
solution states that since the Commis- 
sion’s investigation in 1922 showed 150 
of these open-price organizations which 
exchanged trade information it is 
timely that another and broader in- 
quiry should be made because this type 
of association have “exerted a large 
influence in maintaining prices at an 
exorbitant level particularly in the case 
of manufacturing concerns, the pro- 
ducts of which are protected by a high 
tariff duty.” 


No Action on McKellar Resolution 


As the Senate during the special 
session of that body has been engaged 
almost exclusively in executive busi- 
ness, including the consideration of 
nominations, the discussion of treaties, 
ete., no action has been taken on the 
McKellar resolution and none is ex- 
pected at this time. It is more than 
likely, however, that the resolution will 
be adopted when Congress reconvenes; 
hence the Federal Trade Commission 
and the Department of Justice are giv- 
ing consideration to the information 
they have on file regarding the associ- 
ations referred to. 

The executives of a number of na- 
tional trade associations have been 
alarmed over the possible results of 
Senator McKellar’s resolution and have 
made guarded inquiries in Washington 
to ascertain whether the Trade Com- 
mission or the Department of Justice 
contemplates the institution of test 
cases with a view to securing further 
court rulings respecting the legitimate 
and illegitimate activities of trade 
bodies. It can be stated on the high- 
est authority that neither the Commis- 
sion nor the Attorney General is 
planning any prosecutions of open- 


By W. L. Crounse 


price associations as a result of the 
recent movement in Congress which 
brought about the presentation of 
Senator McKellar’s resolution. 


Under Observation by Attorney General 


A number of trade associations, the 
operations of which have closely ap- 
proximated violations of the anti-trust 
laws if, indeed, they have not trans- 
gressed the prohibitions of those stat- 
utes, have been under the Attorney 
General’s microscope for a good many 
months and, of course, these inquiries 
will continue. Whether they will re- 
sult in prosecutions will depend upon 
the character of the evidence obtained 
by the Attorney General’s_investi- 
gators. 

There is no basis for sensational re- 
ports to the effect that either the Trade 
Commission or the Department of 
Justice is “planning a new anti-trust 
drive.” It is probable that at no time 
in recent years has the attitude of the 
Trade Commission and of the Depart- 
ment of Justice respecting trust- 
busting been more conservative than 
at present. 

The officials of the Commission and 
of the Attorney General’s office realize 
fully the folly of indiscriminate attacks 
on trade associations or any other form 
of business organization and they no 
longer resort to the methods so fre- 
quently employed a dozen years ago 
when Government officials sought to 
make capital by appealing to the popu- 
lar prejudice against the _ so-called 
trusts. The Supreme Court’s famous 
decision in the United States Steel 
Corporation case had much to do with 
this change in policy and a long experi- 
ence in the investigation of baseless 
charges has done much to induce the 
abandonment of radical and extreme 
policies. 


Gaskill’s Retirement a Loss to Business 


The retirement of Nelson B. Gaskill 
from the Federal Trade Commission, 
recently announced, is a cause of 
sincere regret to nearly all business 
men who have followed with interest 
the work of the Commission since it 
succeeded the old Bureau of Corpora- 
tions of the Department of Commerce. 
Mr. Gaskill’s term expired a few days 
ago and for reasons best known to 
himself President Coolidge has ap- 
pointed ex-Congressman Humphrey as 
his successor. 

In addition to being a lawyer of 
ability Mr. Gaskill’s claim upon the 
approval of business men rests upon 
the fact that throughout his work on 


the Commission he sought to conserva- 
tize the organization and to make the 
Commission of real service to manu- 
facturers and merchants rather than 
an instrument for the annoyance of 
business and the persecution of those 
who have offended against the letter 
rather than the spirit of the anti-trust 
laws. In this attitude Mr. Gaskill has 
been the pioneer on the Commission 
but there can be no doubt that his 
example has had great influence among 
his colleagues. 


Conservative Succeeds to Chairmanship 


Commissioner Van Fleet, who under 
the rotation procedure of the Commis- 
sion has become its chairman, is also 
a conservative and has agreed with 
Mr. Gaskill in a number of notable 
minority opinions and in more than 
one majority opinion where a third 
Commissioner has been induced to join 
these two conservatives. Mr. Van 
Fleet’s term will not expire for some 
time to come and it is to be hoped that 
the good work of remolding the policies 
of the Commission will go on. 

Mr. Humphrey, who succeeds Mr. 
Gaskill, is also said to be a conserva- 
tive but just what that means as 
applied to the new member remains to 
be seen. A conservative in one place 
is often a radical in another. ~- 

Mr. Humphrey’s past record, how- 
ever, indicates that he is the friend 
of business, big or little. He is also 
well known as a champion of American 
industry and it is inconceivable that 
he will lend his countenance to the 
further development of those earlier 
policies of the Commission that caused 
so much concern to the leaders in the 
American business world. 


Goes to Europe to Study Taxation 


In preparation for the tax reduction 
campaign with which it is expected 
the new Congress will open in extra 
session next autumn, Chairman Green 
of the Ways and Means Committee 
of the House of Representatives has 
planned to spend the summer in Eu- 
rope. While he goes partly for the 
purpose of recuperating his health it 
is understood that he will devote much 
time to studying the tax methods of 
the various European countries and 
acquainting himself at first-hand with 
economic conditions therein. 

Mr. Green will study both internal 
taxation and the tariff. In his inquiry 
regarding customs duties and adminis- 
trative methods Mr. Green will pay 
especial attention to those countries 
which recently have substituted a pro- 
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tective tariff policy for that of free 
trade. 

Representative Tilson of Connecticut, 
whose activity regarding the cutlery 
schedule of the Fordney-McCumber 
tariff law will be remembered by the 
readers of HARDWARE AGE, has been 
chosen as Floor Leader of the majority 
in the new Congress. He will succeed 
Representative “Nick” Longworth who 
will be Speaker of the new House. 


Tilson Is All-around Metal Expert 


Mr. Tilson has spent much time 
abroad studying the tariffs of England, 
France and Germany and will be one 
of the influential men in the new Con- 
gress when the question of tariff re- 
vision is reached. He is regarded as 
an expert in other lines of metal manu- 
factures than cutlery and in a broad 
sense he represents the entire State 
of Connecticut, that busy beehive of 
New England industry. 


HARDWARE AGE 


Mr. Tilson is not greatly impressed 
with the demand for the revision of 
the Fordney-McCumber Act and in his 
position as Floor Leader he will wield 
great influence. He is a protectionist 
first, last and all the time and is dis- 
posed to feel that the Fordney- 
McCumber Act should have at least a 
four years’ test before any attempt is 
made to revise its schedules. 


Substantial Increase in Foreign Trade 


perorts and exports are steadily 
increasing, according to the official 
figures of the Department of Com- 
merce. During the month of January 
imports aggregated $346,184,000 as 
compared with $295,506,000 for the 
same month of 1924. 

Of the imports in January of this 
year no less than 43 per cent consisted 
of crude materials. Semi-manufac- 
tures and finished manufactures con- 
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stituted 18 per cent each of the total. 
Thus all but 21 per cent of the imports 
of the month were embraced in three 
groups. 

Exports in January, 1925, totaled 
$445,577,000 as compared with $395,- 
172,000 for January a year ago. The 
leading item of exports was crude ma- 
terials, 38 per cent; followed by 
finished manufactures, 30 per cent; 
semi-manufactures and manufactured 
foodstuffs, 13 per cent each and food- 
stuffs, crude and food animals bring- 
ing up the rear with a total of 6 per 
cent. 

These figures, especially those re- 
lating to imports of crude materials 
and exports of finished manufactures 
reflect sound conditions in the manu- 
facturing industries and foreshadow a 
high degree of activity throughout the 
remainder of the year. 





Addition to Auto Bed Camp 
Line 


The 100 per cent stand-room tourist 
tent, 7x7, with awning, calculated to 
appeal to motorists and campers, is 
another recent product of the Auto 
Bed Camp Mfg. Co. These are said 
to be easily adjusted and made com- 
fortable with floor cloth and screen 
door. 

It is further claimed that if direc- 
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tions for erecting are closely followed, 
there can be no trouble from intrud- 
ing snakes as the door sill proves too 
great a barrier. 

A convenient strong canvas bag for 
packing stakes, ground pins and other 
implements accompanies each tent. 





New Columbia Bicycle 
Display 


With a view of assisting retailers 
in the sale of its Columbia Bicycles, 
the Westfield Mfg. Co., Westfield, 
Mass., has issued a new 9 color litho- 
graphed display, measuring 1 ft. 8 
in. x 3 ft. 10 in., showing Norma Tal- 
madge riding a Columbia bicycle at 
Palm Beach, Fla. The display is 
mounted on a card of 100 points thick- 
ness and equipped on the back with a 
folding locking easel for standing in 
windows. 


Safety Strap Has Wide 
Usefulness 


The A. B. C. Mfg. Co., Kansas City, 
Mo., has recently developed a safety 
strap having a wide range of useful- 
ness, for which is claimed great 
strength and durability whether the 
test be force or changes of weather 
or climate. It is built from Olive 
Green trunk strap web and double riv- 
eted with double headed rivets. The 
buckle is neat and designed to pro- 
tect the fabric. Each belt is guaran- 
teed. Assortments of one dozen straps 
of each size, 18, 30, 36, 42, 48, 60 in., 
are packed in strong individual con- 
tainers with lithographed metal wall 
display rack showing camp _ scene. 
Weight, 14 pounds. 

The same company has a _ bracket 
constructed to support and_ securely 
hold the entire load of baggage on the 
outer edge of the running board of an 
automobile. The bracket is quickly 
attached or removed by means of two 
wing nuts on the under side of the 
running board. No drilling in fenders 
or other part of the car is necessary, 
excepting the step bolts holding the 
brackets themselves. The board is 
easily fitted to any car and firmly re- 
tained in position by a screw eye and 
cotter key, linked into the upper eyes 
of each bracket arm, and therefore 
readily adjustable. The board is rig- 
idly held in position and can neither 
shift nor rattle. These brackets are 
made of the finest grade of malleable 
iron. All parts are highly finished in 
electro-galvanized plating and rust- 
proof. Weight, 2 lbs. 





Display for Mirro Individual 


Percolators 


To assist retailers in the sale of its 
Mirro Individual Percolator, the Alu- 
minum Goods Mfg. Co., Manitowoc, 
Wis., has recently provided an attrac- 
tive easel-back display card. 

The card is lithographed in eight 
colors. Besides its general attractive 
appeal, it also appeals to the sense of 
appetite by reproducing a rich, delicious 
looking cup of coffee being poured from 
the percolator. 


The percolator itself is set in a cut- 
out in the card provided for that pur- 
pose. Due to the rich blue which forms 
the background of the card, the shining 
brightness of the aluminum percolator 
is materially enhanced. 

The wording on the card, “When 
you want a cup or two—a quick eco- 
nomical way,” offers a concrete sugges- 
tion that will help to get sales started. 

The card is furnished free as a dealer 
help to stores which have a stock of 
individual percolators. One card is 
also packed in each carton of a dozen 
percolators on new orders. 





New Bench Grinder 


The Goodell-Pratt Co., Greenfield, 
Mass., has placed on the market a new 
bench grinder known as No. 665. It 
has a large solid gear, set deeply into 
the frame, which gives it very complete 





Wide machine cut teeth 
are said to provide smooth, quiet opera- 
tion. The shafts are of steel of ample 
diameter, running in long reamed bear- 


protection. 


ings. The steel pinion is entirely in- 
closed and carries a medium grit abra- 
sive wheel, 4 in. in diameter, with a 
%-in. face. The work rest is adjust- 
able from two points. A clamp is fur- 
nished which will hold the grinder 
rigidly to any table or bench from % 
to 2% in. thick. The grinder can be 
screwed down if desired. 

The gear ratio is 13 to 1. Net 
weight is 10% lb. Height above bench 
is 9% in. 
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General Market News 











Collections 


Are Good: 


Staple Lines Steady; 
Few Price Changes 


Uncertain weather is hampering somewhat the expected 


movement of general spring hardware. 


Poultry netting, 


screen wire and paints are all very active, but garden 
tools are only beginning to move in small quantities. It 
is felt that a continued stretch of three or four fine warm 
spring-like days will stimulate considerably the sale of 


spring goods. 


Collections are fairly good, and staple lines are moving 


steadily. 


There are very few price changes being made, 


and the trade at large does not anticipate very many 


serious revisions in the cost of goods. 
The average retail stocks appear well 
and not very heavy. 


are very firm. 


assorted, 


Good Spring Business Ex- 
pected in Twin Cities Area 


The tendency in the Twin Cities area 
is to look for far better times than 
have been the experience of the last 
few years. The pessimist is not popu- 
lar, and indications are for a year of 
excellent business. While spring goods 
are moving in fair volume only at the 
present time, there is a feeling that 
once trade opens up, this year will set 
a record. 

Dealers’ orders are of fair size, and 
well assorted as. to kinds and values. 
There is a tendency more than ever to 
use the wholesale houses to make 
smaller and shorter purchases, and let 
the wholesale house carry the load. 

Collections seem to be fair, although 
some dealers are having difficulty in 
making their collections 





Spring Weather Is Needed in 
New York Market 


New York jobbers feel that a few 
days of continued spring weather will 
be a great stimulation to general hard- 
ware buying. The weather has been 
affecting retail sales somewhat. 

Spring lines are moving, particularly: 
screen wire and poultry netting, which 
are two very active sellers at the pres- 
ent time. Radio sales are fair. Staple 
lines are moving. Collections are good. 





Few Price Changes Noted 
in Boston Market 


Price changes in the Boston hard- 
ware market the past week were few 
and far between. The most important 





Prices generally 


was an advance of about 10 per cent 
in lawn mowers. Hay rope and lathe 
yarn costs le. a pound more, and indi- 
cations are that low priced vacuum 
hottles will be up 10c. within the im- 
mediate future. Competitive lock sets 
have advanced a little. On the other 
hand, competition for plated butts busi- 
ness is exceptionally keen and prices 
softer as a result, and a reduction is 
noted in prices of some less important 
individual hardware items. Ice skates 
prices for the new season, with one 
exception, will be the same as last year. 





Sales Are Increasing 
in Cincinnati 


Cincinnati hardware jobbers report 
an increased sales volume. This im- 
provement has been noticed particularly 
in the past two weeks. March sales 
this year are on a par with the same 
month of 1924. Unfavorable weather 
has retarded somewhat the selling of 
spring merchandise. It is believed that 
a good, steady consumer demand on 
spring goods will come with better 
weather. 


1925 Will Be Big Year in 
Ammunition Business 


The year 1925 promises to be an un- 
usually fine year for the ammunition 
business, according to F., E. D. Kep- 
linger, director of sales, Peters Cart- 
ridge Co., Cincinnati, Ohio. Mr. Kep- 
linger says: “There is more interest in 
guns; target shooting is gaining rap- 
idly in popular favor. People have 
more money to spend. We expect to 
set new marks in our sales department 
tnis year.” 





Seasonal Items Very Active 
in Chicago Hardware Market 


Retail sales in the Chicago territory 
are showing the effects of the continued 
cold weather and spring business is 
slow in developing. However, the 
wholesalers’ business continues to be 
brisk, and there is not only a good de- 
mand for seasonable items for imme- 
diate delivery but there is a fair vol- 
ume of orders for fall merchandise. 

Manufacturers have announced a 10 
per cent advance on prices of all items 
of builders’ hardware, but there has 
been no corresponding advance on the 
part of the jobbers as yet. Other prices 
continue firm, with the exception of lin- 
seed oil and white lead, which show a 
slight drop this week. Copper rivets, 
on the other hand, took a sharp ad- 
vance. 


Adverse Weather Conditions 
Reported from Pittsburgh 


There are some who believe that the 
sun never shines in Pittsburgh, and 
lately its absence would give some 
basis to that belief. Certainly the 
hardware trade has suffered much in 
the past week because overhead condi- 
tions have not been of the right sort. 
Sun is needed to dry up the roads and 
the farms to make possible rural activ- 
ities. A few days of real spring 
weather is all that is needed to start 
things going, but at that the jobbers 
have had a fairly good movement in 
strictly spring lines, and reports of 
quiet times refer more especially to 
staple lines. Manufacturers of build- 
ers’ hardware again recently withdrew 
prices and it is expected that the new 
lists will show advances of 5 to 10 
per cent in lock goods, but no material 
change in hinges, butts and other lines. 
Collections still are fair. 


Building Construction in 


February 


February building contracts amount- 
ed to $299,260,000, according to com- 
pilations of F. W. Dodge Corporation, 
covering about seven-eighths of the 
country. This was slightly under the 
figure for February, 1924, and slightly 
over the figure for January, 1925. The 
total for the first two months of the 
year was $595,653,000, a decline of % 
per cent from last year. 

Residential buildings, as for many 
months, occupied first position, with 45 
per cent of the total value. Public 
works and utilities covered 18 per cent, 
commercial buildings 13 per cent and 
industrial buildings only 7 per cent of 
the total. 
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New England Shelf Business Improving 


(Boston office of HARDWARE AGE) 
OR the first time in several weeks local shelf hard- 

F ware jobbers report business as picking up. 
say the number of orders received daily has mate- 
rially increased, but that the average individual order 
calls for a comparatively small amount of merchandise. 
In other words, the retail trade is back on its conservative 
Yet weekly sales in the aggregate are be- 


buying basis. 


ginning to assume sizable proportions. 
improvement 
amount of goods moving out of stock also is noted. 
timent in all hardware circles therefore is more optimistic 


and heavy hardware circles an 


than it has been in some time. 


The improvement in business here comes at a time when 
wheat prices in the West and cotton prices in the South 
are undergoing a ge readjustment. 
ably the direct result of the coming of an early spring, 
because while industrial conditions in New England are 
better than they were a month or two ago, they are far 


AUTOMOBILE ACCESSORIES.—In- 
terest in automobile accessories ap- 
pears to be coming ahead guite fast, 
thanks to weather conditions. Con- 
trasted with a year ago the difference 
in prices today is remarkably slight. 


We Boston jobbers’ 
stocks: 

Automobile Accessories.—Apco line, 
Steering wheel puller, $2.25 each, net; 
connecting rod wrench, 38e.; rear 
wheel puller, $2.25; horn button, 
57c.; rear wheel brake, $9.38; glass 
oil gage, 30c.; ratchet wrench, $2.25; 
windshield wiper, $3.75; crankcase 
$13 20 48c., and hattery charger, 
1 

Springs. —Vulean line all makes, 35 
per cent discount; Ford sizes, 7-leaf 


quote from 


front, No. 2000, $1.25 net; 9-leaf 
front, No. 2004, $2; 9-leaf rear, No. 


2009, $4.25. 

Pressure Gages.—Balloon tire, in 
lots of less than ten, $1.13 each; in 
packages of ten $1.08 each. 

Oils and Greases.—Mobiloil, cylin- 
der, A. E. and Arctic, one-gal., $1.25 
per gal; 5 gallons, $1.08% per gal.; 
30 gallons, $1 per gal.; 55 gallons, 
per gal.; Cylinder B, 1-gallon, 

5 gallons, $1.13% per gal.; 30 
$1.05 per gal. Transmission 
$1.05 per gal. Transmission 
grease, CC, 5-pound lots, 20%c. per 
lb.; lubricant grease, in 5-pound lots, 
$11.50 per case of 12; in 1-pound 
packages, $10 per case of 48. Dis- 
count 25 per cent. 

Boyce-ite—Consumers’ packs, three 
4-0z. cans, $1 list; %-gal. cans, $3.50 
l-gal. cans, $6. Consumers’ packs 
come 10 in crate: %-gal. cans, 10 to 
crate; l-gal. cans, 5 to crate. On full 
packages there is a discount of 40 
per cent; on less than full packages 
33% per cent. 

Horns.—Klaxon, in lots of less than 
ten, 3314 per cent discount; in lots of 
ten to nineteen, in one shipment, 40 
per cent discount; in lots of 20 or 
more, in one shipment, 40 and 10 per 
cent discount. 


BARROWS.—More interest also is be- 
ing shown in garden barrows, but the 
average individual order received to 
date indicates retail dealers are con- 
servative. It is believed, however, re- 
tail stocks are small. 


We quote from Boston jobbers’ 
stocks: 
Barrows.—Wheel, from Boston 


No. 4, $5.50 each 
Wood wheel, No. 


stock, steel wheel, 
net; No. 5, $5.75. 
4, $5.75; No. 5, $6. 


BOTTLES.—Jobbers say the price on 





They 


before the war. 


In mill supply 
in the 
Sen- 


—Good Spring Sales Expected 


below normal, and in the large cities a surplus of workers 
is reported daily. 
ciated with the hardware industry that more people this 
year will give individual attention to gardens, 
houses and odd home jobs than has been the case since 
There are evidences of a change coming 
in our economic laws through the medium of people be- 
coming more useful to themselves and their communities. 

While the average retail dealer expects a big improve- 
ment in business this spring and summer, nobody is run- 
ning away with the idéa that boom times will return. It 
is quite noticeable in retail circles that dealers are en- 


It is assumed by most of those asso- 


lawns, 


deavoring to eliminate slow selling merchandise and to 


It is presum- 


more attractive. 


the No. 111 Universal vacuum bottle, 
now 80c: net, will go to 90c. within a 
very short time. Quite a few retail 
dealers have been stocking up as a re- 
sult. No other changes in vacuum bot- 
tles is anticipated in wholesale cir- 
cles. 


We quote from Boston jobbers’ 


stocks: 

Bottles.—U niversal 
1%4-pt., $1.75 each 
quarts, $3. Nickel 
pints, $3; quarts, $4. = 
pints, $3; quarts, $4.5 
_ Fillers. No. 00, nn $1 each 
hh Bi No. 01, $1.10; quarts, No. 

Discount, 25 and 10 per cent. 


BUILDERS’ HARDWARE.—In jobbing 
circles it is reported there has been 
some shading of prices on 3% x 3%-in. 
plated butts and the market seems to 
have settled at 22%c. per pair in case 
lots. 


line, green, 
list; pints, $2; 
plated, plain, 
Corrugated, 





We quote from Boston jobbers’ 
stocks: 
Butts.—Plated steel, 3% x 3%-in., 


old copper and dull brass finish, $2.67 
per doz. pair; 4 x 4-in., old copper 
and dull brass finish, $3.63; swing 
garage sets, $2.85 each; garage door 
holders, $2 per pair; Round The Cor- 
ner sets, $6.35 each; sliding folding 
sets, $5. 


CAGES.—Quite a few of the retail 
hardware trade are going in for bird 
cages this year more extensively than 
ever before. Assortments are popular 
with the trade. 


We 
—_— 


quote from Boston jobbers’ 
assortment. 
Three in assortment, $12 
white enamel, six in as- 
sortment, $9.75; brass, No. 2, six in 
assortment, $16.50. 


CARTS AND WAGONS.—Never before 
within the memory of local shelf hard- 


Bir Cages. — Brass 
No. "T19 i, 
net; steel, 


ware jobbers have skooters been as 
popular as this year. Sales are re- 
markably good, they report. In fact, 


all styles of carts and wagons are in 
demand. The Paris Mfg. Co. is out 
with a new speedster coaster wagon 
that lists at $7.50, with a 40 per cent 
discount, which is popular. 





substitute money making, quick turnover stock. More new 
lines of merchandise are making their appearance in 
retail stores than was the case a year ago. 
layout in such establishments therefore is being made 
That dealers are giving more thought 
to merchandise assuredly is constructive. 


The general 


We 3oston jobbers’ 
stocks: 


Kiddie Kars. —Special, 


quote from 


two in car- 


ton, No. 101, $2.25 each list: No. 102, 
$3; No. 103, $3.75: No. 104, $4.50; No. 
$105, $5. 

Kiddie Koasters.—One to carton, 
No. 605, $10.50 each list; No. 606, 
$11.75. 

Kiddie Karts. ee w te 201, $3 
each list: No. 202, $4; No. "203, $5; 
No. 204, $6; No. 205, $7, 

Pedal Kars.—Two in carton, No. 
124, $4.25 each list; No. 125, $5.25; 
No. 154, $5.75; No. 155, $6.75. 

Kiddie Skooters.—T wo in carton, 
No. 801, $4 each; No. 802, $5; No. 
802B, $6 


Discount—33 1% per cent. 


CHURNS.—Churns of all kinds and 
makes are in request. Owing to the 
high cost of feeds farmers are feeding 
cattle as light as possible until pas- 
tures are ready for use. The make of 
butter naturally is falling off. When 
the grass season opens it is believed 
churns will be urgently needed. 


bat A quote from Boston jobbers’ 
stoc 

Chutns. —G lass, 2-qt., $14 per doz. 
net; 3- qt., $17.75; 4-qt., $23. Jars for 
churns, 2-qt., $5.15 per doz. net; 3- 
qt., $7.25: 4-qt., $8.50. 

Metal Hand Churns.—One-gal., 
= 30 each: 2-gal., $2.75: Seas «9 98005 

4-gal., $4.: 20; 6-gal., $5.2 25 : 


FLOWER BOXES, With seeds begin- 
ning to move out of retail stocks in 
volume, piazza flower boxes are wanted 
by stores in various sections of New 





England. Merchandise offered locally is 
quite attractive. 
We quote from Boston jobbers’ 
stocks: 
Flower Boxes.—Standard make, 24- 
n., $10.60 per doz. net; 30-in., $13.90; 
36-in., $20.90. 
FREEZERS.—Efforts by jobbers to stir 


up interest in freezers have not been 
very productive so far. It is believed, 
however, the retail trade carried over 
small stocks and that good orders will 
be placed here before long. 


We quote from Boston jobbers’ 
stocks: 

Freezers.— White Mountain, 1-qt., 
$4.85 list; 2-qt., $5.65; 3-qt $6.75; 
4-qt., $8.25; 6- -qt., $10.45; 8- -at., " $13.50: 
10-qt., $18; 12-at., $21.50; 15-at.. $25; 
20-qt., $33.20; 25-qt., $42.60. 

Arctic, 1-qt., $4 list; 2-qt., $4.60; 
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3-qt., $5.55; 4-qt., $6.80; 6-qt., $8.66; 
8-qt., $11. 10; 10-qt., $14. 80; 12-qt., 
$16.65; 15-qt., $23.30; 20-qt., $30. 

Jobbers’ discount, 50 per cent from 
store or factory 

Alaska, 1-qt., $2. 95 list; 2- “at, $3.45; 
3-qt., $4.10: 4- -qt., $5; 6-qt., $6.30; 
8-qt., $8.20; "10- -qt., $10. 15; 12-4t.. $14; 
15- -qt., $17. Discount, 20 and 10 per 
cent. Alaska special, '2-at., only $2.25 
less one-third off 

Auto Vacuum, 1-qt., $5 list; 2-qt., 
$6 3-qt., $8; 4-qt. $10. Discount, 
334% per cent 


GARDEN TOOLS.—Rakes are selling 
quite freely, and business in other gar- 
den tools is gathering momentum. 


We quote from Boston jobbers’ 
stocks: 

Hoes.—Shank, 7%-in., $9.15 a doz. 
net; socket, 7%-in., $9.95; round top 
onion, $9.95; socket meadow, 9-in., 
$11.40: Rhode Island shank, 9-in., 
$10.40, socket, $11.40. 

Rakes.—Light steel, 12 teeth, $4.80 
per dozen net; 14 teeth, $5.28; 16 
teeth, $5.76. Regular garden, 12 
teeth, $8; 14 teeth, $9.45; 16 teeth, 
$10.25; steel gravel, 14 teeth, $11.05; 
16 teeth, ; 

Edgers.—Turf, long handle, $10.90 
per doz. net. 


GARDEN SETS.—Slightly more inter- 
est in garden sets is evinced by the re- 
tail dealers, according to jobbers here. 


We quote from Boston jobbers’ 
stocks: 

Garden Sets.—Floral, $1.50 to $12.80 
per doz. net; forks, No. 300, $3.50; 
weeding hooks, $1.20; trowels, $1.25 
to $3. 


HAMMOCKS. — The New England 
piazza season officially opens April 19, 
and it therefore might be well for the 
retail dealer to look over stocks of 
hammocks. Jobbers are prepared to 
make prompt shipments, but are by no 
means heavily stocked with goods. 


HULLERS.—Although the strawberry 
season is somewhat distant, more and 
more interest is being shown by retail 
dealers in huller supplies. Another 
month should see the buying movement 
in full swing. 


We quote from Boston jobbers’ 
stocks: 

Hullers.—Strawberry, $3.40 per 
gross net. 


IRON AND STEEL.—Jobbers have re- 
duced concrete steel bars 30c. per 100 
lb., and have issued a new list of extras 
and steel bands and hoops. Iron and 
steel prices otherwise remain as here- 
tofore. 


be ll quote from Boston jobbers’ 
stoc 

Steel. —Soft steel bars, $3.25% per 
100-lb. base; flats, $4.15; plain con- 
crete bars, $3.26%; deformed con- 
crete bars, $3.26%; tire steel, $4.50 to 
$4.75; open-hearth spring steel, $5 
and $10; crucible spring steel, $12; 
bands, $4.01% to $5; hoops, $5.50 to 
$6; half rounds, $4.90; ovals, $4.90; 
hexagons, $3.26%; cold rolled steel, 
$4.05 to $4.55: toe calk steel $6; 
structurals, angels and beams, 
$3.36%; plates, $3.36% to $3.59. 

lron.—Refined iron bars, 93.26%; 
best refined, $4.60; Wayne, $5.50; 
Norway iron rounds, $6.60; squares 
and flats, $7.10. 

Differentials. —Quality, lots of less 
than 1000 lb. of a size, 50c. per 100 
lb. extra; lots of 1000 to 1999 Ib., 20c. 
extra. 


LAWN ACCESSORIES.—Manufactur- 
ers of lawn mowers have advenced 
prices something like 10 per cent, and a 
corresponding uplift has taken place in 
jobbing quotations. A new price is out 
on No. 12 turf edgers, namely, $10.90 
per doz. net. 


We quote from Boston jobbers’ 
stocks: 
Lawn Mowers.—Jewel, 14-in., $14.25 
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each list; 16-in., $15. Colonel, 16-in., 
$18; 18-in., $18.75. Newport, 16-in., 
$17; 18-in., $17.75. Lakewood, 16-in., 
$1 9°75: 18- -in., $20.50. Ambassador, 
16-in., $24; 18-in., $25. Imperial, 14- 
in., $30; 16-in., $32; 18-in., $34; 20-in., 
$36. Regal, 16-in., $36; 18-in., $38. 
Discount 50 per cent. Competitive, 
14-in., $5.75 each net; 16-in., 

Lawn Trimmers.—Popular makes 
$15 each, list. Discount, 50 per cent. 

Factory Shipment.—On direct fac- 
tory shipments up to 30c. freight on 
ten or more machines is allowed. 

Lawn Roller.—Water weighted, 
18-in. diameter x 24 in. long, $13.34 
each oot s ~~ diameter x 24 in. 
long, $15.3 

Me riskclors. —Lawn, fountain, $6 per 
doz. net; fountain, ‘half circle, $5.50; 
rooks, $8. Rain King, $2.34 each net. 

Lawn Rakes.—Wood, three-bow, 
$8.75 per doz. net: steel, $9. Two- 
bow, wood, $6.90; steel, $7.15. Hand 
made rakes, three steel bows, 28 
teeth, $10 per doz. net. 

Hose.—Garden, B & D, 14-in., 9c. 
per ft. net; %-in., 10c.; %4-in., 10%4c. 
Reading, %-in., Tik,e.: 5,-in., 7%4c.; 

:, he Slac. Bull Dog, %®%-in., 13c. 

Good Luck, %-in., 10c. Milo, %-in., 

heey Vim, 1% -in., 8¥c.; %-in., 

le %-in., 10%c. Pixon, %-in., 

Tike. 5,-in., 8l4c.; %-in., 9c. 
LOCK SETS.—On competitive lock sets 
heretofore jobbing out at $6 net, the 
market today appears to be $6.25. On 
the standard lines prices have not va- 
ried enough to be noticeable. 


LUNCH SETS.—Lunch kits in assort- 
ments are proving attractive to retail 
dealers, particularly the draw type. 


We quote from Boston jobbers’ 
stocks: 

Lunch Kits.—Universal line, No. 
310, $2.85 each list; No. 320, $3.25; 
No. 410, $38. Discount 25 and 10 per 
cent. Assortments, No. 306, draw 
type, six in the assortment, $12 net. 


MARCEL WAVERS.—Prices on the 
Reliance No. 503 marcel waver have 
been reduced from $5 to $3 list. They 
now sell at $2 each net. 


MOPS.—Spring officially has opened 
and mop sales for house cleaners are 
in order. A new lamb’s wool floor mop 
that lists at $1.50 each, with a 25 per 
cent discount, is attracting quite a lot 
of attention in the wholesale market. 


We quote from Boston jobbers’ 
stocks: 

Mops.—O-Cedar line, without han- 
dles, No. 4, $12 per doz. list; No. 10, 
$18; No. 11, $18, dry duster, No. 9, 
nt handles, $3 per doz. extra. Floor, 
No. 22, $2 each. Hand, No. 44, $6 per 
doz. Clothes No. 51, $4.20 doz. Dis- 
count, 33% per cent. 

Cotton Mops.—Eureka line, 9-lb. 
vn” $4.15 per doz.; 12-lb. twine, 
5.50. 


PATCHING PLASTER. — Sales of 
patching plaster have been and are 
tremendous, report jobbers, thanks to 
the slipshod manner in which many of 
the so-called modern houses are being 
erected. 
We quote from Boston jobbers’ 
stocks: 
Patching Plaster.—No. 3, $1.80 per 
doz. net; No. 6, $3; No. 10, $4.20. 
PORCH GATES.—lIt will soon be warm 
enough for mothers to let youngsters 
run on the piazza. Porch gates, there- 
fore, should be in public demand with- 
in a few days now. 
We quote from Boston jobbers’ 
stocks: 
Porch Gates.—Wooden, slatted, No. 
3, $12 per doz. net; No. 4, $14; No. 5, 
$16; No. 6, $18. 
RAZORS.—Lagging retail interest in 
safety razors has been somewhat re- 
vived by the offering of two new styles 
of Gem and Eveready. The price to 
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the retailer is 33c. each net and the re- 
sale price is 49c., making a good leader. 
The new Gem is called the Minuteman, 
and the new Eveready the Wall Cabi- 
net. 


REFRIGERATORS. — Interest in re- 
frigerators has not shown much pep so 
far this year, report jobbers. 


We quote from Boston jobbers’ 
stocks: 

Refrigerators.—Eddy line, in lots 
of less than five, 50 per cent dis- 
count. Prices range from $24.50 to 
$170.50 each list. 


ROOFING MATERIAL.—AIli kinds and 
makes of roofing material are begin- 
ning to display life in the wholesale 
market. Each day sees an increase in 
shipments to the retail trade. Sales of 
wallboard are especially good, some of 
the jobbers maintaining they are bet- 
ter than ever before in their history. 


ROPE.—In sympathy with the fairly 
recent advance in manila and sisal rope, 
hay rope and lathe yarn has been 
marked up lic. a pound by jobbers, fol- 
lowing the receipt of new lists from 


manufacturers. 

bol quote from Boston jobbers’ 
stoc 

Rees. —Manila, 28c. per lb., base; 
sisal rope, 20%c.; hay rope, 21¢.; : cot- 
ton rope, 46c. 

athe Yarn.—Sisal, C130, 20c.; 
D200 21c. per Ib. 

Twine.—Hemp in %-lb. balls, No. 
12, 40c. a lb.; No. 18, 35c.; No. 24, 
33c.; No. 36, 32c.; No. 48, 3lc. In 
— balls No. 18, 37c. a lb. ; No. 24, 
36c. On reels, No. 18, 36c. a ib. Cot- 
ton marsac, three- ply, in 5-lb. sacks, 
No. 1, 62c. a lb.; masma, No. 2, 59c.; 
jute, ‘in ly - 1b. balls, 27¢. cable laid, 
No. 36, 75c.; Wool twine, four-ply, in 
1-lb. balls, 17¢c. a lb.; marlin, two- 
ply, in 1-lb. lots, 24c. a lb.; in 50-Ib. 
rolis, 27c.; three- ply, in ya lb. balls, 
23c. a lb.; in 2-lb. balls, 20c. 


SCREEN DOOR CHECKS.—A new 
screen door check, No. 7, has been 
placed on the market to retail at around 
$4 each. It is the same style as the 
regular checks, but smaller, and can be 
used between or outside doors, and is 
reversible. It jobs out at $2.70 each 
net. 


SKATES.—New season prices on ice 
skates are the same as last year with 
the exception of a reduction in chil- 
dren’s bobs from 53c. to 45c. each. 
Roller skates are in better demand than 
ever before, say some of the jobbers. 
All of the wholesale trade are enjoy- 
ing good business in the rollers, only 
some houses are pushing sales a little 
harder than others. 


We quote from Boston jobbers’ 
stocks: 

ice Skates.—Union Hardware Co. 
line, No. 1624, 89c. a pair net; No. 
1624%, $1.24; No. 1824, $2.06; No. 
1924%, $3.12. 

Hockey Skates.—No. 524%, $1.36 a 
pair net; No. 424%, $1.74; No. 924% 
$3.31. Canadian, No. 5%, $1; No. 7%, 


$1.67. 
Ladies’ ge ~" 97c. a pair 
net; No. 562 $1. No. 524%L, 


$1.62; No. n624 16, $1. "te: No. 5724%, 
$1.92; No. 5924%, $3.50. 

Outfits.—Men’ s, No. 72, $3.65 a pair 
net; ladies’, No. 74, 3.65; men’s 
No. 130, $6; ladies’ No. 093, $6.50; 
all Goodyear welts. Tubular No 
90, gray enameled, $5.50; nickel 
plated, $6.50. 

Skate Straps.—Black or _russet, 
with common buckle, 20-in., $1.25 
per doz., net; 26- in., 1.75; 30-in., 
$1.75; 36-in., $3; 42-in., ” 7. With 
patent buckle, 20- -in., $1.50; 30-in., 


“Roller Skates.—No.5, $145 per pair, 
net; No. 6, $1.50; No. 2, 70c.; No. 3, 
75e.; No. 10, $1.10. 
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Staple Hardware Active; 
Few Price Changes 


in New York 


Staple hardware is fairly active in both wholesale and 
retail markets, but the New York trade feel that a few 
days of continued spring weather are needed to give 


general business a lasting stimulation. 


Screen wire and 


poultry netting are two very active items in this market. 
Jobbers continue to receive good orders on spring lines. 
Collections in the metropolitan district are very good. 
Jobbers and dealers are preparing for a good spring 
business, and it is generally expected that March, 1925, 
will compare favorably with the same month in 1924. 
There are fewer price changes this week, and some dis- 
tributors feel that prices will hold fairly even for some 


time. 
very heavy. 


Average retail stocks appear well balanced, and not 





Light Trading Reported 
in Linseed Oil 


The demand for linseed oil has been 
light last week, but a heavier demand is 
expected: 

Prices to retailers, f.o.b. New York: 
Linseed oil, in lots of less than 5 
bbl., $1.17, per gallon of 7% lb. In 
lots of 5 bbl. and more, $1.14 per 

Zallon of 7% Ib. 

Calcutta linseed oil in barrels, $1.26 
per gallon. 

Boiled oil, 2c. extra; doubled boiled 
oil 3c. extra, and oil in half barrel 
lots 5c. extra per gallon. 


Solder Reduced 1 Cent 
in N. Y. Market 


New York jobbers announce a reduc- 
tion of le. on solder. New prices are 


given herewith. Demand is_ steady 
though not very heavy. Stocks are 
satisfactory. 
Jobbers’ quotations to _ retailers, 
f.o.b. New York: 
Bar solder (half and half), 42c. 
per lIb.; strip solder, 46c. per Ib.; 


Pontes ’ solder, acid or rosin core, 


66c. per Ib. 


Firm Prices, Fair Volume on 
Bolts, Nuts and Screws 


Prices on bolts, nuts and screws are 
very firm. The present demand is fairly 


active. There is some talk of stiffer 
prices on bolts. Stocks appear ade- 
quate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Screws 


Wood screws, iron bright, flat head, 
72%, 25 and 5 per cent. 

Same, iron blued, round head, 70, 
25 and 5 per cent. 

Same, brass, flat head, 70, 25 
5 per cent. 

Same, brass, round and oval head, 
67%, 25 and 5 per cent 

Galvanized, flat head, 57%, 
5 per cent. 

Nickel plated, 
and 5 per cent. 


and 


25 and 


round head, 60, 25, 


Full packages are extra 5 per 
cent. 
Bolts and Nuts 
Bolts.— Common carriage bolts, 


small sizes and large sizes, 33% per 
cent. 





Machine bolts, all sizes, 40 and 10 
per cent. 

Lag screws, 40 to 40 and 10 per 
cent. 

Stove bolts, 75 to 75 and 10 per 
cent; both flat and round head. 

Sink bolts, 75 to 75 and 10 per cent. 

Tire bolts, 45 to 50 per cent. 

Step bolts, 33144 per cent. 

Screw anchors, 75-10 per cent. 

Lag screw shields, 80 per cent. 

Machine bolt shields, 65 per cent. 
Prices vary in different sections of 
the city. 

Spring cotters, 30 per cent. 


Copper rivets and burrs, 25 per 
cent. 

Round head iron rivets, 55-5 per 
cent; tinners’ rivets, black and tin, 
60 per cent. 


Cap screws, 80-10 per cent. 





March-April Rope Prices in 
Metropolitan Market 


Prices given here represent offerings 
on Manila and sisal rope for the March- 
April period, and according to general 
understanding, these prices are not ex- 
pected to be revised prior to May l. 
Shipping companies have been in the 
market for a fair quantity of rope. 
General trade is fair. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 

Rope, No. 1 £4Manila_ standard 
brands, 28c. per lb.: No. 2 Manila 


standard brands, 26c. per lb.; No. 1, 
sisal standard brands, 19c. per Ib.; 
No. 2 sisal standard brands, 18c. 
per Ib. 
Twine, 


3-ply wrapping twine, No. 
1, 23c. per lb.; No. 2 


, 2le. per Ib. 


India hemp twine, No. 8, 16c. per 
lb.; BB twine, fine dark, 22%c. per 


lb.; fine light, 24c. per Ib. 


Wire Nails May Advance 


It appears that wire nails will ad- 
vance from $3.60 to $3.70 before this 
issue is in the mails. We quote the 
range for your guidance. Sales are 
fairly steady. Stocks are satisfactory. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 

Nails.—Wire nails, $3.60 to $3.70 
base per keg. 

Cut nails, $4.15 base per keg. 

Wire nails and brads in small lots, 
70-10 per cent off list, in 1-lb. papers. 

Roofing nails, 1 x 11, plain, $5 to 
$5.15 per 100 1lb.; galvanized, $8.05 to 
$8.25 per 100 Ib. 

American felt roofing nails, % x 
10%, plain. $6.50 per case. Galva- 
nized, $10.25 per keg. 
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Few Price Changes 
in N. Y. Market 


Jobbers in the Metropolitan market 
announce very few price changes this 
week. Among those reported are: 

Solder has been reduced Ic. New 
prices shown this week. 


Wire nails have been advanced 10c. 
in some places. 

Builders’ hardware has been advanced 
another 10 per cent. 

Rimfire cartridges, 
quoted at $3 per 1000. 

Some distributers report a 10 per 
cent advance on bolts and nuts. 

Drop forged wrenches have been ad- 
vanced 10 and 15 per cent. 

Lufkin rules, Nos. X8534, X8535 and 
X8536, have been advanced 10 per cent. 


22 short, are 





New York Radio Prices from 
Hardware Jobbers 


For the guidance of the retail hard- 
ware trade in the Metropolitan area, we 
cuote prices which are representative 
of offerings on standard equipment in 
this section. 


JOBBERS’ PRICES TO RETAILERS 
F.O.B. NEW YORK: 


Radio Receivers 


Freshman Masterpiece, 5-tube list 
price, $60; dealer’s discount 35 per 
cent. Dealer’s net price, $39. 

Grebe Synchrophase, M.U. 1, 5-tube 
storage battery receiver, or same 
type M.U. 2, 6-tube dry cell receiver 
either model less accessories, deal- 
<— net price $100.75. List price 


Gilfillan Neutrodyne, GN 1, 5-tube 
model, list price $150; dealer’s dis- 
count, 40 per cent. Same, GN 2 
model, list price $120; dealer’s dis- 
count, 40 per cent. Same, GN 3, 
tube model, list price $65; dealer’s 
discount, 40 per cent. 


Radio Accessories 


Tubes, U.V. 200 or U.V. 201A, list 
price $3 each: dealer’s discount 25 
per cent. 

Gold Seal, battery chargers, 
price $18.50; dealer’s discount, 
per cent. 

Lightning arrester, 
each; dealer’s net price 23c. each. 

Pyrex insulators, list price 45c. 
each; dealer’s discount 3314 per cent. 

Head phones, list price $6; dealer’s 
discount, 33% per cent. 

Radio plugs, in carton lots only, 
20 plugs to a carton; list price 65c. 
each; dealer’s discount, 40 per cent. 

Spartan head phones, list price $5; 
dealer’s discount 40 per cent. 


list 
331%, 


list price 50c. 


Loud Speakers 


K-E, list price, $18; dealer’s dis- 
count, 35 per cent. ; 
Spartan, adjustable, list price $19; 


dealer’s discount, 40 per cent. 


Phonograph attachment, adjustable 
loud spe aker unit, Spartan brand, 
list price $7.50; dealer’s disc ount, 40 
per cent. 


Batteries——-A, B and C 


Batteries, No. 6, dry cells, ignition 


type, 26c. to 29c. each. 

Radio ‘“‘B” batteries, unit package 
quantities, No. 766, $1.30 each; No. 
764, $1.14 each; No. 767, $2.44 each: 
No. 772, $2.44 each; No. 770, $3.09 
each. 

Radio ‘“‘C’”’ batteries, No. 771, 39c. 
each. 
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Y . 7 ° ° heelbarrows with ratchet nut, polished, $1.23 
Spring Goods Active in 7 - each. 

anal barrows, steel wheel, $3.45 S. Smith No. 0 Spiral spring, 9 in., 

: each. 7 .; No. 21 Flat spring, 9 in., 

Metropolitan Market Wheelbarrow, steel tray, wood es 4 Bg S, 30 Tehete suet 9 in., 


frame, steel wheel, $5.60 each $8.35 doz.; No40 Volute spring, 9 in., 


Jobbers are making deliveries on oe — ps So =. N. P., $14.70 per doz.; No. 130 Volute 

° eo . i. cness ca “ < £ ) ‘ atche ° ( , . 
spring goods orders placed during the width, 19% x 15%, $5.60 each. No. tio "Yolute pan } in, N. oop 
last three months. The volume of busi- Same, 21% x 19, $6.30 each. ratchet nut, $16.35 per doz.; No. "4770 
ness booked is far ahead of volumes Same, 25 x 21%, $7.25 each. Volute spring, 6 in., N. P., $12.70 per 

reported for previoEs souse. Retail Poultry Netting intents Extra Quality. — No. 150 
trade, while only moderately active at Poultry netting, New York stock, Volute spring, full pol, 8% in., 
the present time, is expected to be ex- 50 per cent off list; factory stock, 50 $24.75 per gal ; No, 260 Volute “ea 
waters , -¢ enringe and 7'% per cent off list. half pol., 8% in., $21.50 per doz.; No. 
- ptionally good this ee " : , ' 152 Hinge spring, full pol., 8% in., 
Prices are steady. Poultry Netting Staples $24.75 per doz.; No. 252 Hinge, half 

: ) » Seed , in es 01., 8% in., $21. 50 per doz.; No. 153 

ae Sire ee Ib. adunaon, Ste Gar Sy into Wb. Leaf spring, full pol., 8 in., ‘$24 doz.; 


TAILERS, F.O.B. NEW YORK: No, 253 Leaf spring, half pol., 8 in., 
$20.75 per doz. 


Disston Pruning Shears. — No. 1, 


boxes, Yc. per Ilb.; in 100 lb. kegs, 
Lawn Mowers 7%c. per Ib. 


Sprayers Heavy, 27% in., $2.25 pr.; No. 2, 

Three-blade, plain bearings, 8-in. thane Med., 1% in., $2.17 pr.; No. 3 Heavy, 
wheel, 12 in., $4.85; 14 in., $5.15; 16 Galvanized, 4 gal., $4.88 each; two Bbh..F- jaws, 27% in., $2.17 pr.; 
in., $5.50, and 18 in., $5.80 each. brass, 4 gal, __ $7.50 each, bucket No. 5, handles 9 in., pol. 'plades, 3% 

Same. with ball bearings, 12 in., —- type, $2.75 each. Tin, *% pint, in., $1.65 pr. 
$6.65; 14 in., $7; 16 in., $7.35, and eu ach. fin, 1 qt., dle. each; Standard Tree Pruners. — 6-ft 
18 in., $7.70 each. brass, 1 qt., $1.15 each; galvanized, $1.30; 8-ft., $1.40; 10-ft., $1.55; 12- ft 

Four-blade, 9-in. wheel, ball bear- 1 qt., continuous, 88c. each. $1.70 each. 
ing, 12 in., $8.25; 14 in., $8.55; 16 in. Disston’s Extra Quality Tree Pru- 
$8.85, and 18 in., $9.25 each. Hedge Shears ners.—6-ft., $2.80; 8-ft, $3.05: 10-ft., 

Same, with 10%-in. wheel, 14 in., ian : : — $3.35; 12-ft., $3.50 each. 
$9.50; 16 in., $10; 18 in., $10.50; 20 in., an one plain, | 8 Sie a and 9 Little Giant Pruning Hooks and 
$11.15 each. On Oe ee ae ae Sr ae Saws, $2.15 each. 

Five-blade, 10%-in. wheel, ball — r » 8 me. Orchard Pruning Hooks and Saws, 
bearing, 16 in., $12; 18 in., $12.70; OO ge anes $2.03 h neg in., $2.10 each. 
20 in., $13.35 each. ee - see inci Pruning Saws.—Disston’s 3 x 16, 

Same, with 10 in. wheel, 16 in., Bord hears 99c. each; 4 x 16, $1.19 each; 5 x 16, 
$15.35; 18 in., $16, and 20 in., $16.75 er 5S $1.25 each; 7 x 16, $1.43 each; 40 x 16, 
each. Without wheel, $2.95 each; with =e. each. 7 - ; 

. > wheel, $3.50 each. runing knives, 62c. each. 
Dahlia Poles lawn shears, with two wheels, 


— 1 wae o « 250 each. J. T. Henry Manufacturing Co. 
. oT 2 ft., 3%ec. to S&c.; $3.50 eac Pruning Sheare 

i , 4 . 
Lawn Rollers No. 0 spiral spring 9-in.$ 4.50 per doz. 








Grass Catchers Dunham waterweight type, No. 2, No. 1 Henry's genuine ‘ 
$9: No. 4, $10.70; No. 7, $15.35 No. _flat brass springs.... 8.25 per doz, 
Grass catchers, plain bottom, for 5, $13.35; No. 9, $17.35 eac ch. , No, 4665, 9-in. California 
mowers, 12 to 16 in., - For ‘ os . Dt  ctivteeteenen net 8.00 per doz. 
16 to 20 in. mowers, 70c. each. > ; No. 4666, 9-in., polished. 12.00 per doz. 
With round back, made of heavy Pruning Shears N. 4671, 9-in.- ratchet 
white canvas, with heavy galvanized Pexto pruning shears, 9-in. blade, ee ee 9.10 per doz. 
perforated bottom, for 12 to 16 in. California pattern, black finish, volute No. 4770, 6-in. ladies’.. 12.00 per doz. 
mowers, 90c.; for 16 to 20 in. mowers spring, 68c. each. No. 4771, heavy wide 
$1.05. Same, polished, $1.05 each. Same, Dkk kesbeexsweuves 14.50 per doz. 


Commodity Survey Summary Isn't It So? 











HE opinions of a number of purchasing agents HEN everything looks bad we ask God 
in the United States, Mexico and Canada, are for help. But when we win we distribute 
represented in this table which covers the trend | the medals and praise among ourselves. 
of market prices in the commodities listed. We have | * * * 
included such items as will be of interest to hardware | Tariff tinkerers usually have a high concep- 
men. Some of the items are not carried in regular | tion of Duty. 
stock, but are related closely to hardware products % % * 
The table follows: The world’s hope lies in the little “anti-red” 
Up Stationary Down schoolhouse. 
Crude Oil .........s00e0e 231 50 4 | % % % 
Fuel Oil yee eee e ee eee eens Lio 55 . | With a house on every lot the profiteering 
Lubricating Oil ............ 132 137 | ldn’ af h . 
i ol Q] 5] 24 | landlords couldn’t ma e a lot on every house. 
Turpentine ..............+. 48 58 13 | . " 
a, teas paver tseenesekss 7 39 14 It isn’t so much what a man stands for; it’s 
TOUTS GAOME 2 ccccccceds 7 aces dia , 
Anthracite Coal ............ 5 85 3: what he falls for. x " 
ae ae 42 124 23 ; ae 
EEE ER ree 74 134 22 Polygamy is contrary to Scripture because no 
eer pee 32 75 47 | man can serve two masters. 
ee er ee ee 41 82 7 | - 
RON A FIED 32 82 37 | . . ; 
Ne hg ae ae i) 107 19 | If things keep on going as they are in the 
are ge see rere a nil D theatres, the asbestos curtain will be needed to 
lee 7 6 7 . 
ee ° > P a Ss. 
i gl ee 33 143 ] protect the audience from ay play 
a. OCC 62 78 38 _ ad 
agg Pee ee ceeeeccess 4 5 The judge could make his meaning clearer to 
ox Board, Wrapping....... 6. , s j , S ‘ g. 
DE - -+ tteieece due een soi 39 76 13 bootleggers if he would use on sentence 
0 ee ee err 25 19 s ” ” 
red "lalate = i ; The difference between taxes and taxis is that 
Pt Pe ci ceccevcenen’ 6 . t. ‘our monev. 
I a ed vec ule gale 12 64 2 with taxis you Bet 8 va for iat 
eee ere 13 48 21 . ; 
i RRS IS IN A ie 14 108 6 The only difference between stumbling blocks 
DE skvecsinsccnvaecouas 51 56 1 and stepping stones is the way you use them. 





—From the Shaft. 
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Weather Still Hampers Pittsburgh Market— 


Prices Firm on Practically All Lines 


(Pittsburgh office of HARDWARE AGE) 

EATHER conditions still are a restrictive factor 

\ \ in hardware business in this territory. There 

has been a little too much rain and too little sun 

for the roads and farms to dry up sufficiently to permit 
of normal rural activities and urban business also seems 
to wait on more favorable overhead conditions. In strictly 
spring lines, however, the jobbers do not complain very 
much over business, and some express satisfaction that the 
early or initial movement has not suffered more than it 
has, seeing that the weather has not been in favor of 
There is nothing to complain of in connection 
with the movement of farm and garden tools and poultry 
netting and wire cloth are doing fairly well, to use the 


actual use. 


AUTOMOBILE ACCESSORIES.—The 
spring activity still is to make its ap- 
pearance here. Jobbers are finding the 
going very slow, but are hopeful of 
better times with permanently good 
weather. 


Prices from jobbers stocks, f.o.b. 
Pittsburgh follow: 
Spark Plugs—A. C. plugs, lots of 


less than 10, 65c. each; lots of 10 to 
99, 58c.; lots of 100 or more 56c.; 
A. C. plugs, No. 1075, for Ford cars, 
lots of less than 10, 49c.; lots of 10 
to 99, 44c.; lots of 100 or more, 42c. 

Motor Meters—Standard makes, lots 
of less than 10, 25 per cent off list; 
lots of 10 to 19, 30 per cent off list; 
lots of 20 or more, 37 per cert off 
list. 

Horns—Spartons, single lots, $6 list 
and over, 40 per cent off list, others 
40 and 5 off list. 

Windshield Cleaners—Trico univer- 
sal automatic cleaners, $3.25 each, 

Jacks—Millers Falls, No, 145, $3.75 
each, 

Pumps—Anthony line, $2.20 each. 


Bumpers—Weed, No. 2004, $15.60 
each, 
AXES.—Current demands are mod- 


erate, but there is fairly good advance 
buying for future delivery. Prices are 
holding. 

We quote from Pittsburgh jobbers’ 


stocks: First quality unhandled axes, 
base group (3 to 3% Ib. or lighter) 


single bit, $14 per doz.; double bit, 
$19; No. 2 group 3% to 4% Ib.) 60c. 
per doz. advance over base; No. 3 


group (4% to 4% Ib.) $1.20 over base; 
No. 4 group (4% to 5%) $1.80 over 
base; handled axes, base group, sin- 
gle bit, $18.25 per doz.; double bit, 
$23.25 per doz. 
BOLTS, NUTS AND RIVETS.—De- 
mands upon jobbers here are not of a 
large or urgent character, and prices 
show no change. Jobbing prices are 
closer to factory prices than usual, due 
to the fact that advances by manufac- 
turers have been slower to take effect 
than usual, because they have come 
when distributors have had large or- 
ders in, which were not specified very 
heavily until after the advances were 
named, It will take some time for the 
recent change to become effective, for 
again there is much unspecified ton- 





weeks at least. 


nage on first contracts still to be or- 
dered out. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; 
carriage bolts, small rolled threads, 
50 per cent off list; all sizes cut 
threads, 45 per cent off list; stove 
bolts, 75 per cent off list; tire bolts, 
40 and 10 per cent off list; nuts, hot 


pressed blank or tapped, 3.25c. off 
list; c.p.c. and t. blank or tapped, 
3.35¢c, off list; rivets, small wagon 


and tinners’, 60 per cent off list. 


BUILDERS’ HARDWARE.—tThere is a 
very fair movement considering that 
real building activity still is ahead. The 
prospect of a busy summer in this di- 
rection is bright. February building, 
addition and alteration permits totaled 
424, with a value of $4,020,800 in 
Pittsburgh, while the first half of 
March brought 356 permits for work 
involving the expenditure of $2,181,869. 
There are the usual number of wage 
demands from the building trades. 
Painters have signed up for another 
year at the present rate of $11 per day 
of eight hours, but electricians, sheet 
metal workers and roofers are demand- 
ing $12 a day, and that dispute is yet 
to be adjusted. Manufacturers of 
builders’ hardware have _ withdrawn 
prices and new lists soon to be issued 
are expected to show advances of 5 to 
10 per cent in lock goods, but only 
minor changes in other items. Labor 
costs are given as the reason for the 
latest change. 


FARM AND GARDEN TOOLS.—Job- 
bers still are making good shipments 
preparatory to the spring demand. 
Weather conditions have been against 
a good retail movement, but the expec- 
tation is that activity will not long be 
delayed in that direction. 


INCUBATORS AND BROODERS.— 
The movement is still very active from 
jobbers’ stocks and it looks as if it 
would hold right through to April 1. 


PAINTING MATERIALS. — Recent 


most moderate expression of the jobbers. 
brooders still are in very active demand in this territory 
and the trade looks for it to hold so during the next two 


Price changes still are few and far between. 
facturers of builders’ hardware have again withdrawn 
prices, preparatory to making fresh advances, which it is 
said are necessary because of costs, which are affected 
not so much by materials as by labor costs. 
lists will probably show advances of 5 to 10 per cent in 
lock goods, but only trifling changes in other lines. 
is the only important change noted in the past week. 
Collections are fair. 





Incubators and 


Manu- 


The new 


This 


prices are holding on all products under 
this heading. There has been a slight 
increase in sales, but real good weather 
is lacking and this still is a check on 
retail sales and consequently on repeat 
orders upon the jobbers. 
Prices to retailers: 

grades, 
grades, $2.50; 


Ready mixed paints, best 
$3.10 per gal.; lower 
white lead, 16c. per Ib. in 100 Ib. 
lots; 10 per cent less in lots of 500 
Ib. or more and an extra 5 per cent 
less in lots of a ton or more; tur- 


pentine, $1.10 per gal. in barrel lots; 


linseed oil, $1.29 per gal. in barrel 
lots. 
POULTRY NETTING AND WIRE 


CLOTH.—Business still leaves some- 
thing to be desired, but the larger dis- 
tributors have been fairly free in their 
specifications and the holding back of 
orders is chiefly on the part of the 
smaller trade. 


WINDOW GLASS.—Business still falls 
far short either of expectations or the 
usual volume for this time of the year. 
Quotations are unchanged, but they are 
subject to some shading because pro- 
ducers are more anxious for business 
than buyers are to buy. Single strength 
A and B glass is quoted at 84 per cent 
off list; double strength A, 86 per cent 
off list, and B at 87 per cent off list. 


WIRE PRODUCTS.—Nails are _ not 
moving with much freedom from local 
jobbers’ stocks and the fact that condi- 
tions have been unfavorable for fence 
building and repairs has meant a com- 
paratively light demand for wire and 
fence. Mill prices show much irregu- 
larity, with the most recent advance 
rather poorly maintained; this condi- 
tion is reflected in jobbing prices. 


We quote out of jobbers’ stocks: 

Nails, $3.15 to $3.25, base, per keg; 
No. 9 gage, annealed wire, $3.10 to 
$3.20 per 100 Ilb.; plain galvanized 
wire, $3.55 to $3.65 per 100 Ib.; gal- 
vanized barbed 2-point cattle, $3.25 
per 80-rod spool; 2-point hog, $3.45; 
4-point cattle, $3.45; 4-point hog, 
$3.71; special 2-point cattle, $2.43; 
woven wire fence, 1047-11, $39.36 per 
100 rods; 1047-9, $55.20; 939-11, $35.22; 
939-9, $48.85. 
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Wholesale Business Increasing in Cincinnati 


—March Sales Equal Last Year’s 


(Cincinnati office of HARDWARB AGE) 
ARDWARE jobbers in Cincinnati state that their 
H volume of business has shown an increase in the 
past two weeks, although sales are not as large 


as had been hoped for. 


ahead. 


sumer. 


like weather. 


AUTOMOBILE ACCESSORIES.— 
Sales by jobbers have been exceedingly 
quiet during the past few weeks. The 
unfavorable weather has had much to 
do with present conditions and dealers 
feel that a week of warm weather will 
bring out a good demand. Orders be- 
ing received are principally for imme- 
diate delivery. Dealers, for the most 
part, are well stocked for spring busi- 
ness. 


We quote from Cincinnati jobbers’ 
stocks: 


Ange gg Tires. — Beaver fabric 
tires, 30 x 3%, $6 each; Beaver — 
same size, $7. 50: Badger cords, $9.50 
Beaver gray inner tube, 30 x 3, 95c. 
oa gray inner tube, 30 x 3 1," 


$1.20 

Spark Plugs. —A. C. spark plugs, 
58e. each in lots of 10; A.C. for 
Fords, 44c. each in lots of 10. Cham- 
pion X, 45c. each in lots of 10. Spe- 
cial assortment, A. C. 300 plug as- 
sortment, 220 A. C. Titan, 45c. each, 
17) 80 A. C. for Fords, 36c. each; 
150 plug assortment, 100 A. C. Titan 
at 50c. each; and 50 A. C. for Fords 
at 38c. each. 


BOLTS AND NUTS.—Orders from re- 
tailers have been very good and job- 
bers feel that present sales are sat- 
isfactory. However, there has been 
complaint from several jobbers in Cin- 
cinnati territory who state that their 
sales have been quiet. Dealers are 
well stocked. 


We quote from Cincinnati jobbers’ 
stocks : Machine bolts, large, 50, 10 
and 5 off; small, 50, and 5 off; 
carriage bolts, large, 50 and 5 oft : 
small, 50, 10 and 5 off; stove bolts, 
75 and 5 off: semi-finished nuts, fse-in. 


ana smaller, 75 off; larger sizes, 65 
off. 
BUILDERS’ HARDWARE.—An ad- 


vance in prices has been made in the 
past ten days. Steel inside sets have 
increased 60c. a dozen. There has been 
an upward price movement among mis- 
cellaneous stock that averages approxi- 
mately 5 per cent. Bronze inside sets 
and door locks remain at the same price 
quoted two weeks ago. Jobbers say 
that they have experienced an increase 
in orders since March 1, but the im- 
provement has not been as great as had 
been anticipated. Orders for immedi- 
ate shipment are not satisfactory. Sash 


Reading matter continued on page 82 


Comparison with last year’s fig- 
ures reveal that sales during March have been running 
along at about the same rate attained during the same 
period in 1924. Jobbers feel encouraged at the prospects 
The continuance of cold, unfavorable weather 
has postponed the opening of spring buying by the con- 
Retailers are well stocked in anticipation of ex- 
cellent sales as soon as the weather breaks. 
needed to liven the market is a period of warm, spring- 
Sales that have been made to date by the 
retailers indicate that spring business will be good. The 





of delivery. 


strong. 


All that is 


hardware sales. 


weight orders have been fair, with no 
change in prices. 


COASTER WAGONS.—Orders have 
only been fair, dealers showing con- 
servatism in their buying. Competition 
of scooters is still being felt keenly. 
Prices are unchanged. Jobbers’ stocks 
are satisfactory. 


We quote from Cincinnati jobbers’ 
stocks: Auto-Wheel coasters rubber 
tired disc wheels, size 12 x 28, 
$5.75; 14 x 32, $6.30; 16 x 36, $6.90. 


CLIPPERS AND SHEARING MA- 
CHINES.—The season is just begin- 
ning to open up and the prospects are 
good. Orders from dealers are in fair 
volume. Stocks are adequate and prices 
unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Stewart No. 1 clipping ma- 
chine, $14 list; one-man power shear- 
ing machine, $24 list; top plates No. 
90 and No. 360, $1.50 each list; bot- 
tom plates No. 99 and No. 361, $2 
list. Dealers’ discount, 33% per cent. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Building has been slow in 
opening up in this territory and this 
has retarded sales. However, there is 
a growing demand and jobbers feel that 
they will do a good business in the next 
month. Prices are strong. 


We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in. eaves trough, 
$5.50 per 100 ft.; 28-gage, 3-in. cor- 
rugated conductor pipe, $5.75 per 
100 ft.: 3-in. corrugated conductor 
elbows, $2.16 per doz.; 29-gage, 3-in. 
corrugated conductor elbows, $1.51 per 
OZ. 


GLASS.—Sales have been fair consid- 
ering the fact that the weather has not 
been favorable to building construction. 
Business of jobbers this year has been 
about on a par with last year. Deal- 
ers are well stocked at present, but 
when sales open up this spring it is 
expected that the dealers will have to 
come into the market for immediate 
shipments. Prices are strong. 


We quote from Cincinnati arate 
stocks: Single strength A and B first 
three brackets, 87 per cent ts 
double strength A, 86 per cent dis- 
count; double strength B, 87 per cent 
discount. 





bulk of spring goods is now in the hands of hardware 
retail houses, although some goods are still in the process 
It is thought that when buying commences, 
many retailers will find that their present stock will not 
be sufficient to meet their needs and they will be forced 
to call upon the jobbers for immediate shipments to re- 
plenish their merchandise. 


Prices, taken as a whole, are 


Jobbers are in a good position to meet demands 
made upon them for further merchandise. 
are fairly good. The building season is late in getting 
a start in Cincinnati territory, but, considering the num- 
ber of projects that are just in the initial stages, a good 
construction period is anticipated. This will stimulate 


Collections 


GALVANIZED WARE.—Jobbers re- 
port that dealers are well stocked and 
that sales have been fair in the past 
few weeks. Prices are unchanged and 


stocks on hand are adequate. 

We quote from Cincinnati jobbers’ 
stocks: Galvanized pails, 10- -qt., 
per doz.; 12- -at., $2.70 y doz. ; 
$3 per doz. ; 16- -qt., $3.60 per doz. : 
galvanized tubs, No. 1, $6.80 per doz. 


GARDEN HOSE.—tThe retail selling 
season has not opened up yet, but deal- 
ers have ordered heavily in anticipa- 
tion of a large business this spring. 
Jobbers are well satisfied with sales 
and shipments. Prices are firm. 

We quote from Cincinnati jobbers’ 
stocks: Double braided garden hose, 
full length, -in., 8i%c. ft. 5 -in., 
914c. ft.; % -in., 1c, ft.; in 50-ft. 
lengths, 14 -in., 8 Yh.  &. 6g - in., 9%4c. 

; &%-in., 10%e. 


GARDEN TOOLS.—Jobbers report that 
sales have been especially good this 
spring, and large shipments are in the 
hands of dealers. A _ break in the 
weather, with a period of warm, sun- 
shiny days, is expected to bring out big 
business. Jobbers are well stocked. 
Prices are firm and unchanged. 
We quote from Cincinnati jobbers’ 
stocks: 


Hoes.—6%-in. planter’s hoe, $7.40 
doz. regular socket hoe, first grade, 
$8.85 doz. 

Rakes.—Cronk’s 14-tooth, $8.50 doz.; 
cheaper, 14-tooth, $4.75 doz.; best 
steel, 14-tooth, $8.50 doz. 


Spading Forks.—Cheaper, $9.60 doz.; 


medium, $15.25 doz.; “—* _ doz. 
Hay Forks.—Best 6-ft. 
$13.50; second grade, 6- ft, ani. 25 doz. 


HANDLES (AGRICULTURAL).— 
Sales to rural districts have been ex- 


cellent. Shipments have been moving 
in satisfactory quantities. Prices are 
strong. 


We quote from Cincinnati jobbers’ 
eg 514-ft. hay fork OZ. } 
6-ft., $4.20; 5%-ft., bent, $3. x? -_ ft. 
bent, $4. 80; 1% -cotton hoe, $2. 30 doz. : 
1% - planter’s hoe, $3 doz. 


HAMMERS AND HATCHETS.—0Or- 
ders have been good and jobbers have 
been successful in moving a consid- 
erable volume of business. Stocks are 
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When you want 


a cup or two 


¢. €, 
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cA quick 


economical way | 








Handsome 





This card sells them 


card, lithographed in colors, 
included with each deal. 


- Pied 





cut-out display 


Sell the latest selling sensation — 
Viko individual percolators 


Here is something every dealer will want—a 
Viko Individual Percolator Deal which takes 
advantage of the tremendous popularity that 
these practical little percolators have won. 


There are just twelve percolators in this deal. 
They will sell fast. Every woman will see in a 
minute the convenience and economy of an 
individual percolator for use when only a cup 
or two of coffee is wanted. A wonderful coffee- 
saver! With the cut-out display card to hold a 
real percolator, this dozen-deal will sell itself. 


These percolators are made in the beautiful 
Colonial pattern —finely finished,with nickeled 
brass hinge, welded spout, replaceable handle 
and glass top, and sturdy inset. 


The dozen-deal will cost you $7.40. The retail 
price of 95c gives you a 35% margin on selling 









Dw 


price. Or, if you are located in one of the ex- 
treme western or southwestern states, the cost 
will be $8.29 and the retail price $1.05—a 
34% margin. 


Every dealer should order one or more of these 
deals now. In the May issue of Good House- 
keeping and in other magazines for May and 
June there will be advertisements featuring 
this percolator. The Saturday Evening Post 
for June 6th will have a full-page advertise- 
ment about it. 


Use the coupon below. Fill in the name of 
your jobber, mail the coupon direct to us, 
and you will get your percolators- promptly. 


Ask your jobber 
Aluminum Goods Manufacturing Company 


General Offices: Manitowoc, Wis., U.S.A. 
Makers of Everything in Aluminum 
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The Popular Aluminum 








Aluminum Goods Manufacturing Company 
Manitowoc, Wis. 
Please instruct our jobbers, named below, to enter our order for 


Jobber’s Name 


Jobber’s Address 


(state number) Viko Individual Percolator Deals, to be shipped (by freight) 
(by express).Each deal to include 1 doz. Colonial pattern individual percolators 
and 1 cut-out display card, packed in a carton, shipping weight about 8 lbs. 


eee evneneeeeneweeeeeneevnaneetovreeveeeeen een eeneeeen een ea ee ee ee ee eee eeeeee 


Dealer’s Name 


eseeseeeeeveeeeeeeen ee eae eevee eeneenwreeewneweeeeowneereeeeneevre ee ee eaeeeaeeee 


Dealer’s Address 
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in good condition. Prices show little 
change. 


We quote from Cincinnati jobbers’ 
stocks: Hatchets, No. 2961, $11.20 
doz.; hammers, No. 81, $10.50 doz.; 
Boy Scout, $11 doz. 

LAWN MOWERS.—Sales to retailers 
have been good and jobbers are now 
busy delivering stock throughout Cin- 
cinnati territory. Prices are firm and 
stocks ample. 

We quote from Cincinnati jobbers’ 
stocks: Common mower, 14-in., $5.15 
each; cheaper grade ball-bearing, 
$7.25 each; medium grade ball-bear- 


ing, $8.00 each; best grade ball-bear- 
ing, 14-in., $11; 16-in., $11.50. 


NAILS.—Orders have been satisfac- 


tory. There has been an advance on 
cement coated nails. Stocks are in 
good shape. 


We quote from Cincinnati jobbers’ 
stocks: Common wire nails, $3.25 
per keg; cement coated nails, $2.85 
per keg. 


PAINTS AND OILS. — Sales have 
shown an improvement in the past ten 
days. Retailers report that they are 
moving their stock at a fair rate. 
There has been a decrease in the price 
of linseed oil and of white and red lead. 


We quote from Cincinnati jobbers’ 
stocks: Ready mixed house paints, 
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$2.80 per gal.;: linseed oil, single 
barrels, $1.10 per gal.; turpentine in 
two barrel lots, 96c. per gal.; white 
and red lead in 500-lb. kegs, 16c. 
per lb., less 10 per cent. 
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WIRE GOODS.—Demand is better than 
last year and jobbers state that sales 
have been good. There have been some 





REFRIGERATORS.—Business has not 
opened up to any extent as yet, but job- 
bers feel that conditions will be favor- 
able for good sales shortly. Prices are 
unchanged. 


ROLLER SKATES.—Jobbers have had 
a splendid business in roller skates. 
Retailers have ordered heavily and their 
sales already are reported to be good. 
Prices are strong, but unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Union Hardware Co.’s No. 6, 
$1.62 pair; Nos. 4 and 5, $1.52 pair. 


SEINE TWINE.—Demand is reported 
to be satisfactory and jobbers are mov- 
ing considerable stock. Fifteen to sixty 
is selling at 56c. and seventy-two is 
bringing 54c. 


WHEELBARROWS.—Good sales are 
reported by jobbers. Retail business 
has not opened up much, but is ex- 
pected to be good. Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: Cheaper wheelbarrows, steel 
trays, $3.85 each; better grade, $5.10 
each; contractors’ barrows, $5.40 
each; concrete barrows, $6.10 each. 


good. 





changes in price, which are recorded be- 
low. 


We quote from Cincinnati jobbers’ 
stocks: No. 8 black annealed wire, 
$3.15 per 100 lIb.: No. 9 galvanized 
plain wire, $3.60 per 100 lb.; catch 
weight spool galvanized cattle or hog 
wire, $3.95 per 100 lb.; 4-pt. gal- 
vanized hog wire, $3.85 per spool; 
No. 9 polished fence staples, $3.75 per 
100 lb. ; No. 9 galvanized fence staples, 
$4 per 100 Ib.; 12-mesh black wire 
cloth, $1.90 per 100 sq. ft.; 12-mesh 
galvanized wire cloth, $2.20 per 100 
sq. ft.; galvanized before poultry net- 
ting, 50, 10 and 2% per cent discount; 
galvanized after poultry netting, 50 
and 2% per cent discount, 


WRENCHES.—Sales have been fairly 
Stocks are in good shape and 
prices steady. 


We quote from Cincinnati jobbers’ 
stocks: Agricultural wrenches, 65 and 
5 off; Coes wrenches, 35 and 20 off; 
Stillson and Trimo, 65 and 10 off; 
Snap-On Wrenches, No. 50 radio and 
electrical set, $4; No.-101, Master Ser- 
vice Set, $15.25; No. 202, heavy duty 
set, $8.80; No. 303, Ford master ser- 
vice set, $14.85; No. 404, flexible 
socket set, $8.75; No. 505B, screw 
driver blades, $3.40; No. 900 set, 
square socket, $3.70. All Snap-On 
wrenches less 40 per cent, f.o.b. 
Pittsburgh. 





Recruiting Retail Business 








the coming year will depend upon 85 per cent 
of his 
initiative. 

In other words the average dealer will lose 15 per 
cent of his customers this year—that is the average 
customer mortality in the retail business. 

What becomes of this 15 per cent? How, and 
from where can the dealer do his recruiting to 
make up this loss? How can he cut this loss to a 
lower percentage? 

In the first place the average loss is too great; 
second, recruiting to make up this loss is expected 
from the wrong source. Every dealer makes an 
effort to gain new customers. In many instances 
hundreds, and even thousands of dollars have been 
spent yearly by a single concern to get new cus- 
tomers. One concern estimates that it cost him 
$31.50 for every new customer put on his books dur- 
ing the year 1923. Possibly that figure is a little un- 
fair, and considerably out of proportion with the 
usual cost, but nevertheless, acquiring new cus- 
tomers is an expensive part of merchandising. 

It is more economical, and the returns are far 
more profitable to retain the present customers, 
and get the old ones back. 

Too much attention is given to getting new cus- 
tomers, and not enough effort made to hold the old 
ones. It is easy to hold old customers if they are 
given the proper treatment and the personal wel- 
come of the manager of the concern and every clerk 
in his. employ. 

A live mailing list of all customers is one of the 
dealer’s greatest assets in carrying out this pur- 
pose. It is easy to acquire a mailing list. Every 
dealer is well acquainted with the various ways of 
getting this important information, yet dealer after 
dealer permits customers to come into his store, 


r YHE volume of the business the retailer does 


present customers, plus his own 


buy an article and leave, unidentified, unknown, pos- 
sibly never to return. 

The name and address of every purchaser should 
be obtained, classified as to future needs, and put 
on a permanent mailing list. After the initial pur- 
chase it is good practice to mail out a friendly letter 
signed by the owner or manager of the store, thank- 
ing the customer for his or her patronage, and ex- 
tending to that buyer the welcome and services 
of the store. This letter should be followed up with 
a regular monthly or semi-monthly letter telling of 
new items, changes in price, special sales talks, 
and literature covering items designed to interest 
the customer and cause him to continue using your 
store for future purchases. Let him know that you 
have an interest in him, and that you welcome his 
business. 

A mailing list properly used is not only a big 
asset in holding active customers and renewing old 
ones, but it will materially increase the average in- 
dividual purchases. While a customer may call at 
your store for a demonstration of a washing ma- 
chine that has probably appealed to her through 
an advertisement, it does not necessarily follow that 
she will return for an electric iron, a percolator, 
fixtures or electric lamps when she needs them. 
These are the things that you must call to her 
attention through your monthly letters. Thousands 
of dollars are spent every month by manufacturers 
in national advertising for the sole purpose of 
acquainting the public with this or that particular 
product. The buyer who comes into your store 
day after day does not always know that you handle 
such products. Possibly you have never told her. 
Try it! That is one purpose of the mailing list, 
and a sure and inexpensive way of increasing sales. 
—From the H. & B. Bulletin, published by Hendrie 
& Bolthoff Mfg. & Supply Co. 


Reading matter continued on page 84 
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R-W Steel Folding Builders’ Brackets 


Look at the load supported on three R-W Builders’ Brackets! This is a much 
greater load than ordinary working conditions would ever demand—affording a 
tremendous margin of safety. 


R-W Builders’ Brackets are not only the strongest, but the most practical. They fold into con- 
venient form for handling and take up little room when stored. No more expensive than wood 
brackets, yet last a lifetime. When a job calls for two dozen or more brackets they actually save 


their cost. 


No other a aon _ so compactly 
or requires-so little space for storage. An Hy | A 
exclusive feature with R-W Brackets. as V LO ae ac h 


R-W Brackets are very easy to attach—the hook or 
tail screw for fastening to sheathing and studding 
insures complete safety, while sway braces prevent 
swinging. Made entirely of high-grade steel and 
reinforced to provide strength and durability. 


Illustration shows the No. 231 with sway brace on 
upright. The No. 261 is the same, but has sway 
braces riveted to side of top bar. 






R-W Builders’ Brackets are packed one dozen to a 
crate and are a very profitable item to handle. If 
you do not already carry them in stock, our nearest 
branch can supply you. 


FOLDED 
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Weather Hampers Sales in Northwest— 
Prices Firm and Tending Upward 


(Minneapolis office of HARDWARE AGE) 
RETURN of colder weather has delayed the starting 
A of the early building to some extent. 
reacted on the retail sales, and to some degree has 
However, there is the feel- 
ing of optimism for the spring season, and that which 
will follow, that no temporary retarding seems to affect. 
The optimism is based on the apparent needs of the 
Northwest for merchandise, and also that sales, on the 


been felt also by the jobbers. 


AXES.—tThere has been a slight price 
advance on axes over the old quotation. 
Sales are nominal for this time of the 
year, and stocks are well filled. 

We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Single bit axes, 
base weights, $14.50 and double bit 
axes, base weights, $19.50 per dozen. 

BATTERIES.—Sales are still running 
high for radio batteries. The demand 
seems to be increasing every week in 
this line, and replacement business is 
excellent. Stocks are difficult to main- 
tain, and prices are steady and strong. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 6 dry cells, 
case lots at 29 cents each; radio “B” 
batteries, unit package quantities, 
No. 766, $1.30 each; No. 764, 
each; No. 767, $2. 44 each; No. 772, 
$2.44 each: No. 770, $3.09 each; 
“C”’ batteries, No. 771, 39 cents each, 
net. 
BOLTS.—Perhaps one of the guod 
signs of coming business is the sales 
of the heavier lines of hardware to the 
retailers. Orders in the bolt line show 
a very good increase over those of last 
year for this season of the year. Prices 
have not been changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
50 per cent, machine bolts at 50-10 
per cent, stove bolts at 75 per cent, 
and lag screws at 60 per cent from 
lists. 

BRADS.—Call shows a slight increase, 
with prices steady and stocks well 
reunded out. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes, 70-10 per cent. 

COASTER WAGONS.— Demand in 
this line is increasing, with the clear- 
ing away of the snow and ice. Wheel 
goods are showing a popularity that 
should be very gratifying to the dealer 
and jobber alike. Prices are steady as 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Auto wheel coast- 
er wagons No. 60, $5.50 each; No. 61, 
$6.44 each; No. 62, $7.02 each; No. 63, 
$7.22 each. Overland coaster wagons, 
50 per cent from factory lists; all . 
ty coaster wagon, 50 per cent from 
list. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Sales have not 
yet fairly started on these lines. Stocks 
are well filled in expectation of the 
demand. Prices are steady as last 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, lap 





This has 


of the year. 


5 in., $5.25 per 100 
conductor pipe, $5 
conductor elbows, 


single bead, 
3 in., 28 ga. 
per 100 ft.: 3 in., 

$1.75 per doz. 
FIELD FENCE.—Inquiries are begin- 
ning to be received in this line by the 
dealers in the agricultural districts. 
Stocks are well filled and prices un- 
changed. 
We 


joint, 


quote from jobbers’ stocks, 
f.o.b. Twin Cities: Grade L, hog 
fence, 26 in., $30.38 per 100 rods. 

lk ILES.—Sales are fair for this time of 

the year, and stocks are full for the ex- 

pected demand. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades of 


files, 50 per cent; second grade of 
files, 60-10 per cent from standard 
lists. 


FREEZERS.—Spring stocks have been 
shipped in many instances to the deal- 
ers. Retail sales have not yet started 
to show any increase, and prices are 
unchanged. 
We quote from jobbers’ stocks, 

f.o.b. Twin Cities: White Mountain 

4 qt. freezers at $4.13, and 8 qt., 

$6.75 each. 
GALVANIZED WARE.—tThe effect of 
the recent increase in the basic mate- 
rials has been felt in the prices of gal- 
vanized articles, there being shown 
here a higher price on almost all of the 
items quoted. Sales are fair for this 
time of the year, and stocks are well 
assorted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities; Standard No. 1 
galvanized tub, $7.25; No. 2, $8.00; 
No. 3, $9.20; heavy galvanized tubs, 


No. 1, $12.30; No. 2, $13.50; No. 3, 
$14.70; standard galvanized pails, 
10 qt., $2.65; ' qt., $3.00; 14 qt., 


3.35; stock pails, 16 qt., $4.50; 18 qt., 
5.20 per dozen, net. 
GLASS AND PUTTY.—Sales are at a 
fair rate, with no particular interest 
in these items. Stocks are ample for 
this season of the year. Prices show no 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 83 per cent, 
and double strength glass, 85 per 
cent from list. Strictly pure putty in 
50-lb. drums, $4.85 cwt., and in 25-Ib. 
drums at $5 cwt. 


HAMMERS AND HATCHETS.—Tool 
sales are beginning to improve, with 
stocks full for the coming trade. Prices 
are holding steady as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No. 11% 
hammers at $12.60; Plumb, No. HFS81, 
$10.50; Riverside, No. 611%, $10.50 





whole, are ahead of last year in totals. 

Prices for the most part are steady in the entire field, 
with an upward tendency in many of the items. 
is the only one which shows a decline. 
ber of advances, all of which are not very strong, but go 
to show the tendency of the market. 

Collections appear to be very satisfactory for this time 


Solder 
There are a num- 


doz.; Hatchet, Plumb’s broad, No. 
2, $14.45; shingling, No. 2, $11. 20 
doz.; Plumb’s claw hatchets, No. 2, 


$12.50 doz., net. 


HOSE.—Stocks are well filled for the 
early demand. Contractors are begin- 
ning to fill their needs for the season 
in this line. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Competition %4 in., 


at 8% ft., Leader, ®% in., 5 ply at 
9%c. ft.; Good Luck, %& in., 6 ply, 
ae ft.; Bull Dog, % in, 7 ply, 13 c. 


LAWN MOWERS.—Initial stocks are 
going forward to the dealers, who an- 
ticipate a very good business this year 
in this line. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia style 
E lawn mowers at 40-5 per cent, 
styles A and C 35-5 per cent, style K, 
35 per cent from lists. 


MILK CANS.—Stocks are well filled for 
the season’s opening, and prices are 
slightly higher than they were at last 
reports. 

We quote 
f.o.b. Twin Cities: 
milk cans at $2.75; 
gal., $3.40 each, net. 

NAILS.— Although the price has 
strengthened in some markets there 
has been no change in this district. 
Stocks are well filled for the opening 
of the building season. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.45 per keg base, and ce- 
ment coated wire nails at $2.85 per 
keg base. 

PAINTS AND WHITE LEAD.—Out- 
side paint sales are starting to show up 
with the dealers. Stocks are full for 
the beginning of this part of the season 
and prices are steady as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $3.10; second grade house 
paints at $2.25 per gallon, and white 
lead in 100 lb. containers at $14.74 
cwt., net. 


PAPER.—Red rosin papers are begin- 
ning to be in demand and stocks are 
well filled. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin papers 
in 20, 25 and 30 Ib. rolls, at $3.25 cwt., 
net. 

ROPE.—Since the recent raise in 
prices rope has been showing signs of 
remaining strong in price. Dealers look 
for a good business in this line. 


We quoie from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 


from jobbers’ stocks, 
Railroad 5 gal. 
8 gal., $3.30; 50 
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Turn to the item you want the price of in the 
big Masback Catalog—then turn to the 
corresponding page in the Loose Leaf Binder 
—there you have the NET price instantly, 
without figuring lists or discounts. 


The Masback Price Service provides 
dealers with a catalog, loose-leaf binder and 
price sheets mailed regularly to keep the prices 
up-to-date. It enables dealers to BUY right 
and SELL right. One dealer wrote: “Within 
three hours after we received the first price 
sheets we earned an extra profit of $6.00 on 
one item alone, because our retail price was 
too low—reference to your price sheets gave 
us a signal to advance our price.” 


MASBACK 


80-82-84 
Sy A-a o  e 











The Net Price on 30,000 Items 


When a customer asks for a price on an article, 
you do not carry in stock, don’t say: “We 
haven’t got it”—quote the price and hold the 
customer. 


This service is also a wonderful help in pricing 
inventory, as it saves time referring to numer- 
ous catalogs. 


Many hardware dealers remote to the Metro- 
politan area have found it an advantage to 
subscribe to this service for comparison only. 
The cost is so low no dealer should be without 
it, only $12.00 a year—$1.00 per month—3! 
cents per day. Sent one month on approval if 
skeptical. Service can be discontinued at any 
time. 











86 


rope at 28% cents per pound, base, 
and best grade sisal rope at 19% 
cents per pound, base. 


PYREX OVENWARE.—Sales are fair, 
with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 101 casse- 
roles, $1.33; No. 197, $1.17; No 203 pie 
plates, 50c.; No. 210, 67c.; No. 212 
bread pans, 60c.; No. 231 utility pans, 
67c.; No. 12 tea pots, $1.67; No. 24, 


$2, and No. 36, $2.33 each, net. 


" SANDPAPER.—Sales are nominal as 


yet, with stocks ready for heavy trade. 
Prices have not changed. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $6.65 per ream; second 
grade No. 1, $6.00 per ream, and gar- 
net No. 1, $16.50 per ream, net. 


SASH CORD AND SASH WEIGHTS. 


—Stocks are filled for the opening of 
the building season. Prices are steady 


as quoted. 
We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Silver Lake sash 


cord No. 81 cents per pound; 
braided cotton sash cord, No. 8, 47 
cents per pound, and cast iron sash 
weights, $2.35 cwt., net. 
SCREEN DOORS AND WINDOWS.— 
The retail call will not begin on this 
line for some time, but there is evident 
a desire on the part of the dealers to 
have stocks ready when the demand 
starts. Prices are as quoted. 
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We quote from jobbers’ stocks, 
f.o.b. Twin. Cities: Common screen 
doors, 2-8 x 6-8 at $1.82 each; fancy 
screen doors, 2-8 x 6-8, $2.16 each, 
Sherwood adjustable 24 in. window 
screens at $7.40 doz., and Wabash ex- 
tenion window screens at $6.00 doz., 
net. 


SCREWS.—Stocks are well assorted 
and heavy enough for the demands. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flathead bright 
crews 75-15 per cent; round head 


blued screws, 75-5 per cent; flat head 
brass, 70-10 per cent, and round head 
brass, 65-10 per cent. 


SOLDER.—tThe prices on solder are 
somewhat lower than they have been 
for the past few weeks. Sales are ata 
nominal mark. 


STEEL SHEETS.—Demand for sheets 
is still light in this territory. The 
change in prices which has been made 
in the Eastern markets has not been 
made here as yet. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga. galvan- 
ized sheets at $5.85 cwt., and 28 ga., 
black steel sheets at $4.75 cwt. 


TACKS.—Prices are steady in this line, 


with call nominal. 


We quote from _ jobbers’ 
f.o.b. Twin Cities: 8 oz. 


stocks, 
American 
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cut tacks at 6lce. doz.; 8 oz. tinned 
carpet tacks at 63c. doz.; 8 oz. blued 
carpet at 53c.. doz., and No. 11 double 
pointed tacks at 33c. doz. 


TIN PLATE.—Demand is light, with 
ample stocks on hand. Prices have not 


changed. 
We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Furnace coke 


tin, ICL, 20 x 28, $14.25 per box, and 
IC, 20 x 28, 8-lb. coating tin at $14.60 
per box. 


WIRE.—Sales are fair, with ample 
stocks from which to draw. Prices are 
unchanged. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Barbed painted 
hog wire at $3.39 per 80 rod spool; 
barbed painted cattle wire at $3.17 
per 80 rod spool; galvanized painted 
hog wire at $3.60 per 80 rod spool; 
barbed gavlanized cattle wire at $3.37 
per 80 rod spool, No. 9 plain fence 
wire at $3.45 cwt., base and plain 
galvanized fence wire No. 9, at $3.80 
cwt., net. 


WIRE CLOTH.—Retail trade is expect- 
ing a very good trade in this line this 
year. Stocks are well filled and prices 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black, 12 x 12 
mesh wire cloth at $2.00 per 100 
sq. ft. base, and galvanized 12 x 12 
mesh wire cloth at $2.50 per 100 
sq. ft., base. 














Reeving of Tackle Blocks 


IN reeving a pair of tackle blocks, 
one or both of which has more 
than two sheaves, the hoisting 
rope (manila or wire) should lead 
from one of the center sheaves of 
the upper block. When so reeved, 
the hoisting strain comes on the 
center of the blocks and they are 
prevented from toppling, with con- 
sequent injury to the rope by cut- 
ting across the edges of the block 
shell. In order to reeve by this 
method, the two blocks should be 
placed so that the sheaves in the 
upper block are at right angles to 
those in the lower one, as shown 
in the accompanying illustration. 
—Courtesy of Western Block Co. 
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: Here at last is a 
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receiving form 
for incoming material | 
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The forms illustrated represent one of many sys- 
tems designed by the Autographic Register Co. 
and adopted by a number of leading concerns 
because it provides for all contingencies in re- 
ceipt of material. 
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A Practical Up-to-Date System 


The Receiving Department, by the use of this system, 
records in detail the receipt of all material as it is un- 
packed, counted and checked by the Receiving Clerk. 
This Record is executed in Triplicate—the original copy 
going to the main Ofice ACCOUNTING Department 
to check against the invoice—The Duplicate accom- 
panies the goods to the Stock Room or the Department 
for whom the goods are intended—The Triplicate is 
placed on file by Receiving Clerk for reference pur- 
poses. 


Pum mane 





Advantages of the New System 


1. A complete Receiving Record. 

2. Saves Time over use of pad forms—no handling of 

carbon. 

3. — Time for reference purposes over Receiving 
ook, 

4. Individual slips can be filed alphabetically according 

to name of party from whom received. 

5. Can be used for reporting Returned Goods. 

6. A fourth copy can be added for Purchasing Depart- 
ment to use for checking goods delivered against 
order and invoice. 

7. Space on form for showing “Amount charges Paid” 
enables Receiving Clerk to properly account for his 
disbursements. 

8. Provision is made for noting condition of packages 
when received and condition of contents upon inspec- 
tion. 
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Free Systems Service om 


If the above system does not seem to meet your re- 
quirements we shall be glad. to send one of our sys- 
tems men to devise a form and method which will ex- 
actly suit. Simply write us. There is no obligation— 
no commitment of any sort on your part. : 


AUTOGRAPHIC REGISTER(“OMPANY 


ORIGINATORS OF CONTINUOUS PRINTED FORMS 




















“NOTE: 9 EVENT INSTANCE GOODS MUST BF COUNTED. WEIGHED OR MEASUMED BEFORE LISTING ABOVE. 
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CONGITION OF CSSD ON DELiveRy 
1 r CT || COUNTED AND To ERRORS FI 
OSLER - CHECKED av RECENING “we { i 7 




















“iGRED FOR BY 
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350-358 10th Street, Hoboken, N. J. 


Represented in Canada by 


AUTOGRAPHIC REGISTER SYSTEMS, Limited 
100 St. Peter’s Street, Montreal, Quebec 
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Brisk Wholesale Business in Chicago 
Market—Falling Off in Retail Demand 








(Chicago office of HARDWARE AGE) lead took a slight drop. There has been a manufacturer’s 

CTIVITY in wholesale buying continues not only advance in the prices on all items of builders’ hardware 
A with a good demand for season merchandise but announced, but it kas not been reflected in the jobber’s 

also with a fair amount of orders for fall goods. prices as yet. Incidentally, builders’ hardware continues to 
However, retail sales are not all that could be wished for, be the item showing the most activity in both wholesale 
and the usual spring demand is slow in developing, due and retail sales and the number of building permits being 
undoubtedly to the continued cold weather. The very fact issued points to even greater demand in the near future. 
that the retailers are buying in satisfactory quantities Just at present the steel industry is the dominant fea- 
is proof of a general optimism that when warmer weather ture of business in the Chicago district with the mills 
does arrive retail business will pick up. . maintaining their near to capacity output and new busi- 

While prices maintain a firm upward tendency in gen- ness coming in in excess of the shipments. Railroad buy- 
eral, copper rivets was the only item to show an actual ing is particularly heavy as is also the demand for struc- 
jobber’s price advance this week and linseed oil and white tural steel. : 

‘s.— We quote from jobbers’ stocks, FIELD FENCE.—Sales are reported as 
AUTOMOBILE ACCESSORIES f.o.b. Chicago: *%-in. proof coil chain, d. Pri fi P 
There has been some increase in the $8.50 per 100 1b.; Tenso, Bull Dog very good. Prices are firm. 
noticeable this past week. and Brown coil chains, -10 per We quote from jobbers’ stocks, 
— ° h d P cent discount; No. 00-4% electric f.o.b. ‘ee 13e-¢-18ie $30.38 per 

rices are unchanged. welded cow ties, $2.75 per doz. 100 rods; 1948-14%, $45.92 per 100 

cone capote,.from jobbers’ stocks, | COPPER RIVETS AND BURRS.—The |_ Ts; 

Snark @uge—Splicdert, be; each: demand is very good. Prices are again eee’ ENR remain unchanged. 
regular, 58c. each: Champion x. 5c. higher. Sales are good. 

each; Champion Blue ox line, 53c , ' 

each: A. C. Titan, 58c. each; lots of We quote from jobbers’ stocks, Pm, sy Ne ee tea 

100, 56c. AC. Special Ford, 44c. each. > See Se see ae per cent off list; Nicho'son files, 50 

Spot Lights.—Anderson, No. 3280, i 2 per cent off list: Black Diamond files, 
$6.50 each. DRAIN PIPE CLEANER—Both sales 40-10-5 per cent off list. 

ee. 4. Betis em. Fh and peioen: ane steady. FISHING TACKLE.—The demand is 

ks.—Ajax No. 6, 90c. each; Na- We quote from jobbers’ stocks, very good, both for immediate and 

Jacks.— Ajax . = 9 } f.o.b. Chicago: & ; 
ag oe ga gee Economy Plumber drain pipe clean- future delivery. 
eT ; ee er, in » net cans, in lots of 3 doz., 

go skid, Gosen pair tots, $2.70 per doz., in lots of 6 doz., 2.60 GALVANIZED WARE.—Though manu- 

3314 per cent discount; 50 pair lots, oe ees See 12 doz, lots, $2.50 per facturers are holding prices firm at 10 

Fe ee Tr an = 8 euaiaitn Same, in 2 Ib. net weight cans, in per cent advance over 1924 low on com- 

cord tires, $9.45 each; regular cord, ep yon yy SS ak oe oe petition galvanized tubs and pails, 

$7 45 each: gray inner tubes, 30 x 3%, me 12 dos $4 aa aon scemateniliatai: there is no occasion for dealers buying 
$1. oo _— red inner tubes, 30 x 3%, Hercules tile and porcelain cleaner, beyond sixty-day requirements. 

$1.50 eac in , Ib. net weight cans, $2 per doz. on aay pen —_ 

4 in lots o OZ. e quote from jobbers’ stocks, 
AXES.—Sales are reported as good. Hercules boiler liquid, in 1 qt. can, f.o.b. Chicago: Competition galva- 
Prices are firm. $3 each: in ™% doz. lots, $2.50 each; nized after-made water pails, genu- 

‘ a om in 1 doz. lots, $2.25 each. ine riveted ears, 10-qt., $2.30 doz.; 
We quote from jobbers’ stocks, Same, in % gal. cans, $5 each; % 12-qt., $2.50 doz.; galvanized wash 

f.o.b. Chicago: First quality single Gon lots $4.75 each: and in gal tubs, No. 1, $6.25 doz.: No. 2, $7 

bitted unhandled axes, 3 to 4 Ib., $14 cans, $9 each. doz.; No. 3, $8.25 doz.; No. 8 galva- 

doz. base; double bitted, $19 doz, a i nized wash boiler, wood grip and 
base; _— = oe witted. $13 EAVES TROUGH AND CONDUCTOR handles, $13.75 doz.; 1-gal. tin breast 

axes, same we : f > : : aes : s 

doz. base; single bitted handled axes, PIPE.—Sales are very good. Prices Pat aeamaeek on enna. oon lh at 

ane oo to vy “4 —. weg continue as before. / breast, $6.85 doz.; %-bu. barbed 
quality and grade of handle; spec a : fter-mad k , $4.7 Z.; 1-bu. 
unguaranteed handled axes, $12 per We quote from jobbers’ stocks, pt wel on gaan nm of ss aan Fy a og 
doz. base. £0.b. Chicago: oo 100 ttre joint galvanized baskets, $8.75 doz.; per- 
; gutter, o- $4.50 per corru- pendicular corrugated light galva- 

BOLTS AND NUTS.—Prices remain gated ‘canibaninar pipe, 3-in., $4.75 per 

 oonaeedl lieth: tien a pele 100 ft.; plain ridge ‘roll, 1%-in., $4 oie per dees tie. 6 Git ES ten Ne 
unchanged with the demand gooa. per 100 ft.; corrugated conductor el- 77, $20 doz: henawy ualeemteeh utter. 

We quote from jobbers’ stocks, bows, 3-in., $1.36 doz. made No. 171, $28.20 doz.; No. 191, 

f.o.b. Chicago: Carriage olts, cut a ’ 37.25 doz.: No. t 

carriage bolts, rolled thread, 50-10 CHANDISE.—Sales are dropping off | GARDEN HOSE AND LAWN SPRIN- 

ee ae on radio as summer approaches. Ac- | KLERS.—Sales are fairly good for this 
small ‘machine bolts, rolled thread, tivity on “B” batteries, however, is still | time of year. Prices are unchanged. 

50-10-5 per cent discount; all stove 

bolts, 75-5 per cent discount; lag good. ton F< nelly ee — 

screws, 60 per cent discount. , _ PR pe from jobbers’ stocks, quality, molded hose, %-in., 10%c. 

: .0.b. icago: - & in. : 3. 
BUILDERS’ HARDWARE.—Builders’ Electrical Merchandise. — No. ae ye Pan WE ig — * ply 
hardware manufacturers have advanced rubber-covered wire, $7.90 per 1000 per ft.; %-in., 12c. per ft.; ‘4-ply, 

‘ ° bbe ’ 4 &.- in 1000- ft. lots, $7. 65; No. 18 good quality, wrapped, %-in., 12c. 
all prices 10 per cent, but jobbers lamp cord, $14.50 rw 1000 ft.; in per ft.; %-in., 14c. per ft.; 5-ply, 
prices are unchanged as yet. aoe -ft. lots, $13. %-in. brush good quality, wrapped, %-in., 9c. 

rass key Wg 4 9c. each; two- ft.: %-in., lle. per ft. Lawn 
We quote from jobbers’ stocks, way plugs, 60c. each; in lots of 10, =prinkiors, Rain King, $28 doz.; 

f.o.b. Chicago: 2% x 3% steel butts, 4916c. each; one-piece attachment original fountain sprinkler, $8 doz. ; 

case lots, old copper and dull brass plugs, 13c. each; two-piece attach- Rainbow, 38-in. high, $24 doz. 

finish, $2.67 per doz. pair; 4 x 4 | ment plugs, 12c. each: dry cells, 

steel butts, old copper and dull —— — = fi ee each; less than GLASS AND PUTTY.—Demand has 

finish, $3.63 per doz. pair; heavy stee case lots, c. eac ‘ < 

bevel inside sets, case lots, $6.75 per | Radio Supplies.—Radio 8 batteries, slackened slightly, but outlook is good 

doz.; steel bit-keyed front door sets, | No. 766, $1.40 each; No. 767, $2.62 for the near future. Prices are un- 

$1.75 per set: wrought brass bit- each. changed. 

keyed front door sets, $3.25 per set; Battery Chargers.—Apco line, in a. 

cylinder front door sets, $7.50 per lots of less than 10, $13.50 each, net. uote from jobbers’ stocks, 

set. Tubes.—Cunningham and R. C. A., PP Mg ch hicago: Single strength A. 

. $3 list. Discount, 25 per cent. 25-in. bracket, 87 per cent discount; 
CHAIN.—Sales are good. Prices have need, ‘Speakers.— Western Blectric, 
o Ss scoun 
had no recent change and are firm. per cent. (Continued on page 96) 
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The live hardware 
dealer says: 


“Here’s a Tidy Package. 


‘The Boston Nozzles 1 wired for 
have just come in by parcel post. 
A dozen nozzles in this compact 
and ‘“‘ready to ship’’ corrugated 
box, makes a package worthy of 
its contents which is pretty high 
praise. 


‘“My three brands of 5/8” hose— 
BULL DOG, GOOD LUCK and 
M1ILO—which will be sold along 


BOSTON : T 
WOVEN HOSE & with these Boston Nozzles, are 
RUBBER CO. also packed very helpfully. Each 


Cambridge, Mass. one 1s wrapped like an auto tire 


Makers of these famous which saves time in _ handling, 
brands of Garden Hose iF d d lj s 
BULL DOG. seHing an €llvery. 
GOOD LUCK 
and MILO 
Also 
Good Luck Jar Rings 
Good Luck Hose Washers 
Bull Dog Friction Tape 
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Selling Mill Supplies to Posterity 


(Continued from page 54) 





one time was the exhibit deserted. There were 
always sufficient men on hand to interest and 
hold any visitor’s attention. 

The annual exhibit has given store salesmen 
a real intimate glimpse of the important sell- 
ing points in the lines handled. The contact 
with the manufacturers’ representatives has 
been unusually helpful in training the store’s 
staff to sell new items, improved items and at- 
tachments recently introduced. Another fea- 
ture worthy of thought is in the fact that any 
misunderstandings with the ultimate user may 
easily be ironed out through the informal con- 
tact of customer, distributor and manufacturer. 

The invitation card was actually a reminder 
as nearly every customer and prospect in Essex 
County received a personal invitation on a visit 
or over the phone. 

Each year the exhibit has brought new pros- 
pects and customers to the mill supply depart- 
ment of Ludlow & Squier. This feature, of 


What Jones Did course, is very important. 


It has been the experience of Mr. y yt that 

a three-day intensive exposition is far better 
You Can Do, Also than a longer period. The factory salesmen 
+ like it better, and the attendance is larger. 
When the exhibit is stretched out a full week 
there is a proneness for customers to defer their 


visits, and then frequently they miss the last 
day. With only three days and nights, cus- 





AKE a tip from Jones. He found just a 
little “push” all that is needed to sell people 
a useful article the moment they see it. 


“A two-minute demonstration, the window tomers definitely plan to attend and they usually 
display, a Capper on the counter, and word- follow this plan. 
of-mouth advertising turned the trick”, says Instead of hampering store business the ex- 


Pres. C. E. Jones, of the Jones Hardware Co., 


Shamokin, Pa. hibit appears to increase general store busi- 


ness in all lines. It naturally ——_ pa A 
° | to the store and their eyes are caught with other 
Demonstration Sold | displays, such as cutlery or paint, and a sale 


1500 Everedy Cappers follows. 


Stock Everedy Capper. Display one on your 
show case or counter to “show ’em”. Every 


ll ~ | ae 
sirinageee po pac ee sh sont quem ) A British ““Main Street’? Merchant 














The big home bottling season begins soon. 
These handy bottle cappers are well adver- 
tised and will sell big. 


Retail Prices 


With padded steel base . . $1.50 
With plain steel base . . . $1.25 
With wood base. . . . . $1.50 


Order through your jobber. Write us for complete catalog 


of Everedy Household Devices 


THE EVEREDY COMPANY 


1 East Street - - Frederick, Maryland 





N the March 12 issue we published under the head, 

“A British ‘Main Street’ Merchant,” a description of 
the progressive merchandising methods of J. J. Leaver 
of Weston S. M., England. We have since received this 
interesting photograph of Mr. Leaver’s store front, and 
take pleasure in presenting it herewith. 
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Turns Paint Stock 4 Times a Year 
(Continued from page 50) 





_ Furthermore, Melvin does not believe in try- 
ing to carry more than one complete line. A 
mixed one, he says, doubles your investment, 
takes up too much space and divides your in- 
terest and also the interest of the manufactur- 
er. The dealer who sticks to one manufacturer 
regularly is entitled to more consideration, he 
says, than the man who is changing from one 
brand to another. Customers can have little 
confidence in the dealer who tells them one 
month that a certain line is the best there is on 
the market, and who a few months later shows 
them another line and boosts that as the best. 

Business, especially business in a small town, 
is built on confidence, he says, and unless a 
dealer establishes himself in the confidence of 
his customers, so they may rely on getting 
again what they once bought at his store, that 
dealer won’t get very far. 

Another thing that Melvin says is impor- 
tant for the dealer who sells paint is to be fa- 
miliar with the line and with some of the tech- 
nical expressions used by manufacturers. He 
says that every body who sells paint should ask 
the traveling salesman every time he comes 
around some question about the line that he is 
selling so that he can add to his general knowl- 

edge of it. 

Ke~ping the stock in good condition and the 
tops of cans free from dust is a little thing in 
itself, he advises, but very important very often 
in closing a sale. Dust on the top of a can of 
paint has often prevented a sale. 





Qur Readers’ Forum 


(Continued from page 49) 


the retailer and the same thing under an- 
other label through the peddler, and still 
another for the mail order house, all iden- 
tical in quality. A list of these manufac- 
turers would not be amiss, and would likely 
help the retailer in his purchasing. One 
manufacturer I know of selling to retailers 
has a subsidiary who sells through peddlers. 
Others sell through jobbers and direct to 
retailers and then compete with the retailer 
by selling direct, their argument being that 
the line is different. ‘These manufacturers, 
in my opinion, are in a class with the jobber 
who sells you a bill of goods and then goes 
around the corner to sell your best customer. 
“Pardon the length of this letter, but 
these are some thoughts that have been run- 
ning around loose in my head for some 
time, and they are better out than in. I 
believe you have done the hardware trade 
a great help by bringing these questions 

forward for discussion. 

(Signed ) “M. B. PERLMAN, 

“Jersey City, N. J.” 





Sell Efficient Refrigeration! | 











A Refrigerator 
Is as Efficient as Its 
Insulation 


HEN a manufacturer offers 

you refrigerators insulated 
with BALSAM-W OOL itis merely 
an indication of his desire to deliver 
higher refrigeration values. 


Exhaustive tests show that BAL- 
SAM-WOOL is the highest devel- 
opment in practical form of the 
insulation principle. Its use is an 
assurance of satisfactory food pres- 
ervation with a minimum of ice 
consumption during the entire life 
of the refrigerator. 

Retail merchants who want satisfied 
customers are finding that it pays to be- 
come interested in the kind of insulation 
used in the boxes they sell. For there is 
no escaping the fact that on the efficiency 
of the insulation depends the satisfaction 
the customer will receive. 

Today BALSAM- WOOL is used in only 
the better grades of refrigerators. But it 
isn’t unreasonable to expect that before 
long even the cheaper boxes will be 
bought and sold on the basis of refriger- 
ation values. 

Interested merchants will be fur- 











nished with a list of makes now being 
insulated with BALSAM-WOOL. 


Wood Conversion Company 
CLOQUET, MINNESOTA 
Chicago Office: 310 S. Michigan Avenue 


Manufacturers and Distributors 


Weyerhaeuser Forest Products 


Makers of BALSAM-WOOL Refrigerator Car Insu- 
lation; BALSAM-WOOL Insulation for Domestic 
Refrigerators; and BALSAM-WOOL Insulation for 
Passenger, Mail and Street Cars. Also makers of 
BALSAM-WOOL Standard Building Insulation. 
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UNITED STATES 
Portable Electric 


DRILLS Benson 
| Talk these points 
|and sell more drills 





Better Switches 


~ Quick Make 
~ Quick Breaks 


LICK! Your power is on—or off—in 
a twinkling. 


You do not think of trouble from your 
switch in a U.S. The make and break is 
so quick that your eyes cannot follow it. 
Gently you push the starting button, sud- 
denly—click !— it’s on. 


Bakelite, brass and tempered steel spring— 
that’s the U.S. switch. A masterpiece in 
itself. It cannot go wrong. 


We have described the switch in detail 
better to show you of what sterling stuff 
the entire drill is constructed. In the very 
things that mean long life and low costs— 
U.S. is superior. 


Write for the 
U.S. Catalog 
No. 106 
and the new 
“Handbook 
of Portable 
Electric Drill 
Practice.” 
Sent free on 
request. 


Standard 
Equipment 


District Sales Offices and Service Stations 
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A Comparison of American and 


European Locks 


(Continued from page 62) 





cally over-run with this product and it is most appar- 
ent that the German manufacturer has been since the 
war and is now more than ever, producing builders’ 
hardware in immense quantities at ridiculously low 
costs and is dumping it into possibly every market in 
the world with the exception of the United States and 
it is only because of our high protective tariff that this 
country is, fortunately for the American manufac- 
turer, practically immune from this destructive com- 
petition. Italian, Swiss, Belgium and Holland dealers 
are stocking German products in spite of declara- 
tions contrarywise by some of them immediately after 
the recent world war. 

Only France is stubbornly holding aloof, but even 
in that country can be seen evidences of small stocks 
being recently placed presumably as “feelers” to see 
how the French buying public would take to anything 
marked with the “Made in Germany” stamp, and at 
the same time retain their national pride. 

Builders’ hardware development in Belgium is prac- 
tically nil, the country being thoroughly overrun with 
German products, with a few American stocks notice- 
able. 

In Holland, we were privileged to observe the 
greatest development and improvement in the art. 


-The Lips Corporation in Dorrecht is now turning out 


a magnificent line of padlocks, night latches and fire 
proof steel safes which are not surpassed by any 
manufacturer in this country. Their product is well 
designed, finely constructed and attractively finished, 
and is confined entirely to the higher class pin tumbler 
and secure lever types of padlocks and night latches. 
Their chief European competitors—Damm and Lad- 
wig and Schultz of Germany and H. & T. Vaun Cor- 
poration of Willinhaw, England—form a combination 
of high class producers which will, at all times, be a 
serious menance to the American manufacturer who 
desires to develop his export business in other foreign 
countries as well a sin Europe. And this is the chief 
reason why we use the word “menance.” The present 
day cost of labor in Germany is, on the average, just 
about one-sixth of what it is in this ceuntry. While 
the cost of material is a trifle lower here, yet the fact 
remains that seventy-five per cent of the cost of the 
average item of builders’ hardware is composed of 
labor. This dominating factor represents an item 
which makes it almost a financial manufacturing im- 
possiblity for the American producer to lay his goods 
down in a foreign market at anything but a cost 
which would represent the selling price of that self 
product of German origin by the merchants in that 
country. This is the unfortunate position in which 
the American hardware manufacturer finds himself 
today, and this condition will exist indefinitely until 
our labor costs ease off considerably or the economic 





conditions in Germany are adjusted in such a manner 
that the German wage earner receives a greatly in- 
creased compensation for his efforts. 

There are several high class producers of padlocks 
and night latches in England, and their product. 
While being well constructed and finished in most in- 
stances, does not represent serious competition in for- 
eign markets except possibly in Canada, Australia, 
and Indian and other English colonies where the Brit- 
ish manufacturer is protected by a tariff. 


Boston Detroit Philadelphia 
Buffalo Houston Pittsburgh 
Chicago . Kansas City ‘ 
Cleveland Minneapolis " 

New York 


Complete stocks carried in all service stations 


oa i T 
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In closing permit us to venture the statement that 
the success of the future development of the export 
business with the American manufacturer is wholly 
dependent upon his ability to cut his costs of labor 
either by the installation of ultra developed automatic 
equipment or reducing wages. We are confident that 
the majority of manufacturers now realize that the 
first named method would remedy the situation in a 
manner which would meet future as well as present 
contingencies in a more permanent and lasting man- 
ner. Our manufacturers have overcome many seem- 
ingly unsurmountable barriers in the development of 
every detail of their business and they will no doubt 
rise to the occasion and find some manner of over- 
coming this one. 

The E. T. Fraim Lock Co. is loaning dealers for 
window display use the six panels reproduced on these 


pages. 












Can You Use a Few More 
Dollars ? 


F you can use some extra dollars in your 
| business, govern yourself according to the 

following suggestions and there should be 
no difficulty about a reasonable increase in your 
finances: 

1. Never take foolish or unnecessary risks. If 
you do you will get caught some day and people 
know it. 

2. Analyze the use you are making of your 
time. If there is any waste time which should 
be producing cash returns, make that wastage 
pay you good money. You can do something 
with it if you will. Many a man has spent his 
spare time in study and made himself worth a 
lot more money. 

3. Spend less than you earn and never put 
yourself in a position where the other man can 
stick the hook into you. 

4. Be jealous of your good name and of the 
integrity of your character. There are always 
moneyed people who will back the right sort of 
an individual or advance cash for a likely propo- 
sition. 

5. Never speculate. Speculating and gambling 
are mighty closely allied. 

6. Examine yourself as to whether or not you 
have any talent or any special ability which could 
be turned to account, and yet is being neglected 
at the present time. 

7. Aim to dress well and in good taste, but 
avoid the foolish waste of more garments than 
are needed. Many an individual squanders large 
sums of money in this way in a lifetime without 
realizing it. 

8. Avoid expensive habits which you cannot 
afford. People who can spend money in such 
ways without feeling it are only amused and 
contemptuous when they consider the small fry 
who hang on to the edge of their circle as a 
fringe and try to appear what they are not. 

9. Make it a point each year that your assets 
in money, health and efficiency shall be greater 
than those of the year before. 

10. Don’t spend money until you are satisfied 
that you will get permanent VALUE RE- 
CEIVED!—The Oregon Merchants’ Magazine. 
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AKCADE 


FLORAL TOOLS 


A word to the wise is sufficient—order 
for your spring and summer require- 
ments now. 


An exceptionally useful article 
in any garden. The blade 
is formed of heavy steel 
and is firmly riveted 

to the shank. The 

handle is of hard- 

wool and fin- 

ished in black 


A flower gar- 

den necessity. 

Metal part is made 

of cast iron white 

plate finish, Handsome 

black enamel handle with 

a steel ferrule. Length over 
all 9% in. 





A substantial set of cast iron floral tools. These are 
made from selected castings and are finished in black 
enamel. Complete set consists of trowel, which is 
8% inches long, fork, which is 8 inches long and rake 
which is 6 inches long. There are only two of the 
items shown in the above illustration. 


ARCADE MFG. CO. Freeport, I[Il. 


ARCADE 


HARDWRRE 
and TOYS 



















Ask for free catalog of hardware and toys. . 
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DOOR-STAY AND HOLDER 
No. 38 and 39 


The two curved arms “B’’ are of spring steel and 
furnish ample spring cushion. To hold the door open 
turn thumb piece ‘‘E’’. This applies to No. 38 only. 

The No. 39 Door-Stay and Holder is identical to No. 
38, witn the exception that thumb piece “E”’ is made 
a stationary block, so designed, that by applying a slight 
pressure to the door, this block will engage the curved 
arms ‘“B’’, holding the door in an open position. A 
slight pressure at the handle of the door will either 
engage or release the hold-open feature. 


Circular upon request. 
THE OSCAR C. RIXSON CO. 


4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 101 PARK AVE., N. Y. 











STAR 


HACK SAW 





Forty-two years of concentrated 


effort in one direction has pro- 
duced this supreme blade. 


CLEMSON BROS., INC. 


Middletown, N. Y. 


WE HAVE SOMETHING TO TELL YOU 
ABOUT HACK SAWS. WRITE FOR 
BOOKLET. 
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Lost Opportunities 


(Continued from page 66) 





men who tell me they cannot be a member of 
their State Association. 

“Why not?” 

“Because I have so many demands, I don’t 
care to attend conventions. I am too busy to 
leave town.” 

I met a man of that type not so long ago. The 
show cases and fixtures in his store had not been 
changed for years; in fact, there was nothing 
attractive in that store. He wanted to sell out: 
just as you would if you owned such a dismal 
place, and were too much prejudiced to revive 
the whole store and system. 

We must learn two lessons; the lesson of self- 
help and the lesson of giving help to receive help 
from others. There is not one of us who does 
not “slip”; who does not at some time need a help- 
ing hand, and woe to him when the opportunity 
comes, who fails to stretch out a helping hand. 
It is dangerous now, as it was just outside the 
walls of Eden, to ask in surprise, “Am I my 
brother’s keeper ?” 

I would rather love my friends like you in the 
hardware craft, and be loved by you, than to 
have all the wealth in the world. 


“Friendship like a noble river, 
Rolls its peaceful waters by, 
Tempest-tossed and troubled never 
Gliding to eternity.” 


I visited a friend of mine recently in the retail 
business, and he invited me to go with him to a 
home coming of all the folks who lived in his 
town, who had previously lived in another com- 
munity where he had been born and raised. It 
was a great gathering; old friends and neighbors 
came, bringing their children and food with them. 
The interest in each life remained undiminished. 
My friend was learning the needs of every mem- 
ber of the family. He was making an effort of 
undivided improvement; giving a service that 
produces a new life, to nourish a new generation. 

I had a close relation with a farmer in Penn- 
sylvania who had a hill farm on which he could 
not make any money, and he decided to sell the 
farm; but his good wife in signing the deed 
would not consent to release the coal and oil in- 
terests in the farm. A driller came along and 
drilled one well which was a wonderful producer. 
Many more wells were put down of the same 
kind, and as a result of the advice of that good 
wife, thousands of dollars were received from 
the oil and coal produced from that poor old 
farm, which for years unknown my friend had 
been walking over, neglectful of the oppor- 
tunities that lay beneath his footsteps. 

The hardware men who have no use for their 
State Associations should sell out and give place 
to those who will permit their sons and em- 
ployees to attend their conventions, from which 
they will reap knowledge and experience that 
will yield many fold. Such an experience will 
not only enrich the owners, but will be helpful 
to them in the retailers, part in efficient dis- 
tribution. 

“You can not reap where you have not sown.” 
If you do not attend your State Convention, you 
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have lost an opportunity. Every hardware maga- 
zine that comes to your desk and is not read is 
a lost opportunity. The service that is being 
rendered by your most worthy State secretary 
is yours, and if you refuse and ignore it, you are 
losing an opportunity which might help you to 
function as you should in your business and in 
your community. 


Accomplishment in the simplification of hard- 
ware commodities is progressing. Manufac- 
turers are quick to see that the elimination of 
many of the commodities: would probably have 
no effect on sales, but would mean a reduction in 
investment and a material increase in stock turn. 
Many surveys have been made through the cooper- 
ation of the Department of Commerce and the 
United States Chamber of Commerce, represent- 
ing trade groups, to determine simplification 
possibilities. 

One of the first to fall in line was the fence 
manufacturer. A schedule reduced the num- 
ber of fence styles from 552 to 69, and the num- 
ber of packages from 2077 to 138. The manu- 
facturers of files and rasps reduced their assort- 
ment from 1351 to 469. Manufacturers of axes 
in a term of years have reduced their line from 
2762 to 761. The elimination in bolts and nuts 
is estimated to be 40 per cent, and in saws ap- 
proximately 50 per cent. Builders’ hardware, 
a careful survey shows that a great reduction 
has been made in their lines by cancelling of 
unnecessary patterns and sizes, and nothing has 
been eliminated that is essential to the trade, or 
consuming public. 


Sells 100 Basement Furnaces from 


July to December 


HE concentration on the sound merchandising idea 

that the uses of an article should be sold in advance 

of the article itself, the Home Heating & Supply Co. 

of Greenville, S. C., has demonstrated what a young firm 

with the right push and pep can do. According to a 

recent statement by Hudson Williams, manager of the 

company, the firm which was organized in July, 1924, sold 
over 100 basement furnaces from July to December. 

The Home Heating & Supply Co. became agents for the 
Washington Home Furnace, made by Gray & Dudley Co., 
Nashville, Tenn., about Jan. 15. 

Mr. Williams states he is in the business of selling 
“heat” to home owners. This is a modern idea of sales- 
manship and merchandising. So many dealers get the 
idea that they are selling a product made out of a certain 
material and weighs so much, for a certain price and over- 
look the big idea in selling and that is selling what the 
article will do. 

The dealer goes to a home owner and tries to sell him a 
furnace to heat his home, and the only thing that home 
owner is interested in is the heat for his home. 

Mr. Williams states also that he has impressed on every 
member of his organization that his firm is in the business 
of selling “heat” and selling warm comfortable homes. 
Heat changes the house into a home. 

Mr. Williams is not waiting for people to come to him. 
He states that retailers cannot do business now like we 
did twenty-five years ago, fill stores with merchandise 
and wait for people to come and buy them, because compe- 
tition is keen and dealers must go out and hunt up a 
buver. 
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Waen a hardware man comes 
into The Mechanics & Metals 
National Bank of New York he 
is at home. Here he meets 
friends who know how he does 
business, who know what he 
wants and who know how to 
provide for those wants. 








Let us demonstrate our knowledge of your 
business the next time you come to the city, 
or write us and permit us to visit you, 











THE 


MECHANICS & METALS 
NATIONAL BANK 


OF THE CITY OF NEW YORK 
Deposits June 30, 1924, $288,000,000 























Tents and Tarpaulins 


For Every Purpose for the 


ROAD BUILDER 
CONSTRUCTION ENGINEER 
INDUSTRIAL CONTRACTOR 


WALL TENTS, TARPAULINS, STABLE 
TENTS, MULE FLYS, ALSO AWNINGS FOR 
STORES OR RESIDENCES AND CANVAS 
SPECIALTIES. 


Made to suit your own specification from the best 
materials. Every job guaranteed or your money back. 


ATLANTA TENT & AWNING COMPANY 
East Point, Ga. 
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Chicago Market Information 


single strength A, 34 to 40-in. bracket, 
85 per cent discount; single strength 
A, all other brackets, 84 per cent 
discount; double strength A, all sizes, 
85 per cent discount; double strength 
B, 86 per cent discount. Putty, pure 

ades, $3.75 per 100 Ib.; commercial 
3.40 per 100 Ib 


HANDLED HAMMERS.—Sales are in 
very steady volume, with no recent 
price movements. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16-oz. 
nail hammers, $10.50 doz.; first qual- 
ity, 16-o0z. machinist hammers, $7.85 
doz.; medium quality, 16-oz. nail 
hammers, $6 doz. 


HANDLES, AGRICULTURAL.—Sales 
are good. Prices are stationary. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight, 
chucked and bored, best grade, 4%- 
ft., $4.50 doz.; 5-ft., $5.50 doz.; XX, 
41%4-ft., $4 doz.; 5-ft., $4.80 doz.: X, 
4%-ft., $2.40 doz.; 5-ft., $2.80 doz. 


Hay Fork Handles.—Bent, chucked 


and bored, best grade with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 

-ft., $8.50 doz.; XX, bent, with strap, 
ferrule and cap, 4-ft., $5.50 -, 4%- 
Bee $5.75 doz.: XX bent, 4% $4.50 
doz.; 5-ft., $5.50 doz.: X x. a. 4%, 
in ae doz.: 5-ft., $3.40 doz. 

Manure Fork Handies.—Bent, best 
grade, 4-ft., $4.75 doz.: 4%-ft., $5.10 
doz.; XX bent, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.: X bent, 4-ft., $2.60 


doz.; 4%-ft., $2.95 doz. 
Garden Hoe Handles.—XX, 41%-ft., 
$3.45 doz.; X, 4%-ft., $2.40 doz. 
Garden Rake WHandles.—XxX, 5'%- 
ft., $5.25 doz.; X, 5%-ft., $3.25 doz. 


Shovel Handles.—Regular pattern, 
XX, 4%-ft., $5.90 doz.; X, 4%-ft., 
$3.90 doz.: D handle, best grade, $7. 95 
doz.; X grade, $6 doz. 

Spade WHandies.—-D handle, best 
grade, $7.75 doz.: X grade, $6 doz. 





HANDLES, TOOL.—Prices in this mar- 
ket are low, but no recent change re- 
ported. Sales are very active. 


We quote from jobbers’ 
f.o.b. Chicago: 

nae Handles.—No. 1 hickory, $4 
do No. $3 doz.: second growth 
nickery, $5, doz. : finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer WHandies.— 
No. 1, 90c. doz.; finest second growth 
hiekory, $1.50 doz. 


HATCHETS.—Prices show no change. 
Sales are good. 


We quote from jobbers’ stocks, 
f.o,b. Chicago: First quality hatchets. 


stocks, 


No. 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
doz.: medium quality hatchets, No. 


2 shingling $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 


HINGES.—Sales continue to be very 
satisfactory. No price change. 


We quote from jobbers’ cen 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4-in., $1.03; 5-in., $1.42 
6-in., $1.60; 8-in., $2.70; 10-in., $4. 30 
per doz. pair: extra heavy T hinges, 
in bundles, 4-in., $1.56: 5-in., $1.66 
6-in., $2.08; 8-in., $3.56; 10-in., $5.16 
per doz. pair. 





ICE CREAM FREEZERS.—Sales are 


reasonably good. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1- 
qt., $4.85 list; 2-qt., $5.65 list; 3-qt., 
$6.75 list: 4-qt., $8.25 list: 6-qt., 
$10.45 list; S8-qt., $13.50 list; 10-qt., 
$18 list; 12-qt., $21.55 list: 15-qt., 
$25.60 list; 20-qt., $33.20 list; 25-qt., 


$42.60 list; Arctic, 1-qt., $4 list; 2-qt.., 


$4.60 list; 3-qt., $5.55 list; 4-qt., $6.80 
list; 6-qt., $8.60 list; S8-qt., $11. 10 list. 
All the above less 50 per cent dis- 
count. 











(Continued from page 88) 


{NCUBATORS.—Sales are good. No 
change in prices. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: Incubators, 35 per cent 
discount; brooder stoves, 35 per cent 
discount; insulated chicken waterers, 
$3.25 each. 


LAWN MOWERS AND GRASS 
CATCHERS.—Sales are _ seasonably 
good, although it is too early for much 
current business. 


We quote from jobbers’ 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife, 1ll-in. wheels, $12.35 each; 
16-in., ball bearing, 4-kKnife, 10%-in. 
wheels, $10 each; 16-in. plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearing, 4-knife, 9- 
in. wheels, $7.85 each; 16-in. plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in., ball bearing, 4-knife, 
8-in. wheels, $8 each; 16-in. plain 
bearing, °-knife, 8-in. wheels, $5.85 
each. 

Grass Catchers. — Galvanized bot- 
tom, for 14 to 16-in. mowers, full 
packages, $8.80 doz.: galvanized bot- 
tom, for 18 to 21-in. mowers, full 
packages, $9.60 doz.: plain bottom 
canvas for 18 to 21-in. mowers, $7.60 
doz.; plain bottom canvas, for 12 to 
16-in. mowers, $5.90 doz. 


NAILS.—Demand is only fair. 
remain unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.25 per keg base; cement coated, 
$2.55 per keg base. The extra for 
galvanized nails is now $2.25 for 1-in. 
and longer; $2.50 for shorter than 
l-in. 


OIL STOVES.—Sales are all that is to 
be expected at this time of year. 


stocks, 


Prices 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list; 


3-burner, $22 each list: 4-burner, $28 
each list; new Improved New Perfec- 
tion 2-burner, $22 each list; 3-burner, 
$28.50 each list; 4-burner, $35 each 
list: Superflex 2-burner, $36 each list; 


$-burner, $45 each list; 4-burner, 
$58.50 each list. All subject to 30 per 
cent discount. Lots of ten or more 


are subject to 30-5 per cent discount. 


PAINTS AND OILS.—Linseed oil and 


white lead take a slight drop. Other 
prices unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 


Linseed Oil.—Raw, barre! lots, $1.31 
per gal.; 5-barrel lots, $1.26 per gal. 

Linseed Oil.—Boiled, barrel lots, 
$1.34 per gal.; 5-barrel lots, $1.29 per 
gal. 
Turpentine.—Barre!l 
v1. 


lots, $1.05 per 


ga 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drum, extra $6, 
returnable. 

White Lead. "ee lb. kegs, $16: 50- 
Ib. kegs, $8.25; »-lb. kegs, $4.20; 
12%-lb. kegs, $2. a 
iad Paste.—Barrel lots, 7%c. per 
lb 

Shellac.—(4-lb. goods), white, $3.50 
per gal.: orange, $3.20 per gal. 


English Venetian Red.—iIn barrels, 
$3.50 to $6.75 per 100 Ib. 


PYREX WARE.—Prices are firm, with 


sales reported as good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

Casseroles. — Round, No. 167, $12 
doz.: No. 168, $14 doz.; No. 182, $12 
doz.: No. 184, $14 doz. 

Casseroles.—Oval, No. 193, $12 doz.; 
No. 197, $14 do 

Pie Plates.—No. 202, $6 doz.; No. 
203, $7.20 doz.; No. 209, $7.20 doz. 

Tea Pots.—2-cup. $20 doz.; 4-cup, 


$28 d 


$24 doz.; 6-cup, OZ. 7 
931, $8 doz.; No. 


Utility Pans.—No. 
232. $14 doz. 





ROLLER SKATES.—Sales are very 
large. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


ROOFING AND PAPER.—Sales con- 
tinue active. No price changes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate a 
faced prepared roofing, $2.10 
square; best grade talc surfaced, $2.3 35 
per square; medium talc surfaced, 
$1.75 per square; light talc surfaced, 
$1.10 per square; red rosin sheathing, 
$62 per ton. 


ROPE.—Prices remain firm, but un- 


changed, after recent advance. Sales 
are good. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: No. 1 Manila Standard 





brands, 26%c. “e ey per lb.; No. 
2 Manila, 25'4c. * No. 1 Sisal 
17%e. per Ib.; No. 2 "Sisal, 16%c. 
per lb 


SASH CORD.—No price changes as yet, 
although an advance is predicted. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$10.55 per doz. hanks; No. $12.10 
per doz. hanks. 


SASH PULLEYS.—Sales are 
Prices remain firm. 


from jobbers’ 

Common sash 
barrels, 54c. 

2-in., 60c. doz.; 
No. 105, 52c. 


good. 


stocks, 
pul- 
dozZ.; 
bar- 
doz.; 


We quote 
f.o.b. Chicago: 
leys, 50c. doz.: 
Common Sense, 
rels, 54c. doz.; 
barrels, 48c. doz. 


SCREEN DOORS AND WINDOW 


SCREENS.—Prices are unchanged. 
Sales are very good. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 


Screen Doors.—No. 266, 2 ft. 8 in. x 


6 ft. 8 in., $22.80 doz.; No. 296, 2 ft. 
8 in. x 6 ft. 8 in., $27 doz.; No. 311, 
2 ft. 8 in. x 6 ft. 8 in., $32.10 doz. 
~~ ~~ Screens. ee 1833, $4.94 
doz.; No. 2433, $6 
SCREWS.—No change in prices. The 
demand is very good. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 


screws, 78-10 per cent new list; round 
head blued, 76-10 per cent list; flat 
head brass, 76-5 per cent new list; 
round head brass, 74-5 per cent new 
ned japanned, 72-10 per cent new 
ist. 


STEEL SHEETS.—Prices remain un- 
changed. Sales are good. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.50 per 100 Ilb.; 28-gage 


biack sheets, $4.50 per 100 Ib. 


WIRE GOODS.—Prices very firm. The 
sales volume is good. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.15 per 100 lb.; No. 9 galva- 
nized plain wire, $3.60 per 100 Ib.; 
catch weight spool galvanized cattle 
or hog wire, $3.95 per 100 lb.; 80-rod 
spool galvanized hog wire, $3.43 per 
spool. Polished fence staples, $3.70 
per 100 Ib.; 12-mesh black wire cloth, 
$1.90 per 100 sq. ft.; 12-mesh galva- 
nized wire cloth, $2.20 per sq. ft.: 
14-mesh bronze wire cloth, $6.25 per 
100 sq. ft.; galvanized poultry net- 
ting, 55-5 per cent discount: galva- 
nized after poultry netting, 50-5 per 
cent discount. 
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150% PROFIT 


MARKWELL MAGNETIC BRAD SET 


- Bs « . BNR A ~% " 
Every pattern-maker wants one. : eae, pee a at ts BS Ni at ate 
Every carpenter, cabinet-maker, ; SaPE Rr oe ae “Re ete re 


























glazier needs one. W 
It will soon become the last tool RITE FOR 
in his kit with which he would part. - 
For putting leather fillets on pat- 
terns it has no equal. rice 
To operate simply put brad in end 
of set, and place set against material AND 


into which brad is to be driven, and 
push brad to desired position. 

Works in hard as well as soft 
wood, leather, etc. 

If one hand is engaged in holding 
a piece in place, grasp barrel of set 
between first and second fingers and 
pull until magnetic ram is exposed, 


Discounts 








when it will readily pick up brad, 
—_ has been thrown on bench or AGENTS 
other convenient place. 

No nail set required, as brad will WANTED 








be set heneath surface far enough to 
sover with putty or wax. 
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; ae peas ess Rootes : eget 
The Magnetized Ram Picks ’Em Up in a Jiffy A Push Does the Trick 


H. & A. MARKWELL MFG. CO. ‘ew york 'n 














Using Tee Handle MANY COMBINATIONS POSSIBLE WITH 
| THESE 3 HANDLES AND 12 SOCKETS 





Assembling 
Socket to 
Tee Handle. 





Assembling Socket 
to Brace Handle. 
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lay, 
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He 
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ae ey An Interchangeable Socket Wrench Set, heavy duty in 
a every respect, designed especially for the 





GARAGE REPAIRMAN AND GENERAL MECHANIC 
THE PRICE IS REASONABLE, TOO 
Write for Catalog No. 501 


WALDEN -WORCESTER 


INCORPORATED 





Making long shank 
brace by combination 
of brace wrench and 
combination shank. 


General Offices and Factory 
WORCESTER, MASS. 
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It’s All n the PERFORMANCE 


Two men were discussing radio—one of them said: “I don’t care 


what non-owners say about the make of radio I own—I’ve used it 
for two years and it PERFORMS.” 


Thousands of mechanics have bought and used Coes Steel- 
Handle Wrenches for many years, for the very same reason—they 


PERFORM. 


And the COES name on the wrench is the best guarantee in the 
world of satisfactory PERFORMANCE. That’s why they SELL. 


Your Jobber will supply you. 


COES WRENCH CO. Selling Agents 

















“In Business Since 1841” J. C. McCARTY & CO., 29 Murray St., New York 
a JOHN H. GRAHAM & CO., 113 Chambers St., New York 
Worcester Mass. FENWICK FRERES, _ 8 Rue de Rocroy, Paris, France 
“tm Tre (? ms, 
Perjecr 


INN AAA 


The “Customers” Who Send a Friend 


A TL 


Some of those “Customers” we have been mentioning 
here week after week are getting into action. We under- 
stand they have been boosting “Perfect” Screen and 
Hardware Cloth. All the neighbors are talking about its 
quality and fine appearance and passing it on to their 
friends. 


It started some time ago when our Dealer Friends in- 
sured themselves against dissatisfied customers by selling 
better Wire Cloth. 


And now all their efforts are being rewarded by repeat 
sales and new customers. 


If you are not meeting these folks ask your Jobber to 
tell you about “Perfect.” 


5 Lu hr 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 
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_— maannane Set - a 


for every radio nut! 


A D proved t A new Premax Product! 


This handy wrench set will make a hit 





by the keenest buying with your customers. Sells on sight. 
° ° A wrench for every nut on every set—in- 
brains in the country side or out. Sizes 14” to 5%”. Each unit 


held conveniently together yet instantly 
detachable for use. Also contains a long 


= Through unity of effort, narrow screw driver for those “inacces- 

large scale production, the sible corners” in every radio set. 

elimination of waste by the Made of special steel hardened for rigorous 
£ efi “x service—yet thin, compact and small and 

use oF efficient amie” ee the price will surprise you! 

the hearty cooperation of Put them on display and watch them sell! 

satisfied employees and 


specialization, the Tubular 
Rivet and Stud Company 
has for 50 years manufac- 
tured rivets that are the :\ 
recognized standard in PY sizes 5/16” to 54”. Hard- 

: their field. lh ened for real tool service. 
; All units held together by a special ring 
from which they may be instantly de- 


tached or replaced. Every customer should 
own one. , 


These wrench sets will practically sell 
themselves. Simply display them promi- 


W NT fT T N af T T TJ ¥ nently in your store. 


Fill out the coupon below for complete 
prices and information on this profitable 


TUBULAR RIVET & STUD|E business. 


Single Six 
Wrench Set 


for house, garage, office, 
store or general use. 





COMPANY NIAGARA METAL STAMPING CORP. 
BOSTON 106 Reade St. Niagara Falls 
Coast Representative New York City New York 





J. L. McDEVITT 

































































Postal Telegraph Building + : r 

8 Niagara Metal Stamping Corporation e 

SAN FRANCISCO, CALIFORNIA 5 ‘ingen Sell, How Yosh a : 

; Please send me prices and complete information about : 

' your wrench sets. . 

| 7 
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A name that 
means “Security” 
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Universal 
Hose Clamps 


Oe oe tt Of Of 08 oe 8 Oe oe | 
‘oe Bf Oe At Cf Ce Se OF 28 | 


‘se #' ee! ele! e's 


When you buy Universal 


Hose Clamps you get good Biche. bids kaa 
material, substantially made a er 
into a product that is a — 
quality product in every re- Se 
spect. You are’ secured ° dL 
against dissatisfaction. Fete 0 Ie 


Besides, every Universal 
Clamp has _ its’ patented 
“bead” that makes a leak 
impossible. In addition, the 
NLO A R / gs a - ml _—_ 

if vide for a quick, clean break- 

fi 7a FOR STEEL OR WOOD <>, off. These are exclusive Uni- 
if . Ook : “ i ey | versal features. No other 
. i aan. Aer \*, clamp can claim or use them. 
3 Qe ae ee T Ut i One size—l to 3 inches—is 
adjustable to fit any size hose. 
Junior Clamp, % to 1% Patents Granted 
inches, for occasional needs March 20, 1917 
of small hose. March 1, 1921 





a se oe ee | 


Tos 


Specify Universals and be sure you get the genuine. The name is on 
every clamp and every box 


UNIVERSAL INDUSTRIAL CORPORATION 
HACKENSACK NEW JERSEY 


HOSE 


CLAMP 
Adjustable to fit arr Lose of ary Sia 





Sell your customers Myers Unloading Service this year. Sell them 
Myers Unloaders, Forks, Slings, Pulleys, Tracks and Fixtures for 
unloading all kinds of hay and grain from the wagon into the mow or 
onto the stack. You know what dependable unloading service means 
during rush harvest. Successful merchandisers are assuring their trade 
this service through the MYERS. 


Catalog and prices on request. Myers terms make it possible for ° @ 
you to anticipate. We will quote divect or have one of our represen- 
tatives see you according to your wishes. aun Ll e 


MYERS UNLOADERS with their extra long trucks, large track 
wheels, heavy steel axles and other improvements are used throughout 


the length and an Oe ee, ae are known for their sturdiness, Advertising 
* :' 4 
| MYERS SURE LOCK SLING UNLOADER W orks 

' rm : ’ ia Ss © hey 


Wonders 
A MILLION dollars a letter is the 


value placed on a slogan used to 
advertise Paint and Varnish. 


p< What made the “Save the Surface” 
| a “Le 1 slogan so popular—good advertising 
MYERS ALO Te and the thought it contained: To save 


property as well as improve its appear- 




















UNLOADING 
TOOLS ance. 
UNLOADERS Now Paint, like advertising, can be 
FORKS made to work wonders. 
SLINGS But don’t expect dealers to spread 
TRACKS your paint story and consumers to 
LEYS spread your paint unless you mix your 
sien paint message with good advertising 
AND and spread it in the right medium. 
FIXTURES That medium is a “Once a Month 


THEE E MYERS& BROS. **Shis'” Insert” in HARDWARE AGE. 











ASHLAND PUMP AND HAY TOOL WORKS 
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ity of Griffin Hinges 
is in perfect harm- 
ony with “Ae dignity 
dng conveniences 
of America’s modem. 
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GRIFFIN 


MANUFACTURING CO. 


Branch Offices: 
45 WARREN ST. N.Y. 74 W. LAKE ST. CHICAGO. 


28 BINFORD ST. BOSTON 
ERIE <= 
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You'll find it easy to sell a com- 
plete set of Brookins Oil Meas- 
ures, wherever oil is_ sold. 
They’re easy to sell because they 
make easy work of serving oil. 





Brookins Instant 
Price Charts 


Fit directly on gaso- 
line pump. Show 
price per gallon and 
quantity prices up 
to twenty gallons. 
Changed in an in 
stant when prices 
change. Complete 
price range in each 
set. Furnished in 
either cent or kalf 
cent charts. 
Weatherproofed by 
baked enamel, 


The Brookins not only meas- 
ures oil—it puts it right in the 
crankcase—without a funnel, and 
with one operation. 


Any oil intake is easily reached 
by the flexible metal hose of the 
Brookins Measure. A_ handy 
thumb-valve controls the flow 
of oil—starts it—stops it. A 
specially designed lip prevents 
spilling when filled to the brim. 


From the Atlantic to the Pacific, 
Brookins Measures are standard 
equipment at filling stations of 
large distributors. The Brookins 


is rapidly replacing all other 
types of equipment for both 
drain pit and pump service. 


Made in one, two, four and five 
quart sizes. 





Emer- 


Brookins 
gency Gas Can 


JOBBERS: See that you 
have an ample stock of 
Brookins Measures for the 
increased spring demand. 


Made in two and 
five gallon sizes. 
Has flexible metal 
hose that eliminates 
need of funnel. 
Can’t spill or splash. 
Just the thing for 
carrying gasoline to 
stalled automobiles 
or to tractors in the 
feia. 


THE BROOKINS MFce. Co. 
342 XENIA AVE., DAYTON, OHIO 





SERVICE STATION EQUIPMENT 


E———— 


Brookins Measures are Service Station Treasures 
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7 _ MAIL ORDERS NO 
SCH ROETE RS ne For Delivery Later = 
810-812-814 WASHINGTON AVE. SLLOUIS Price List 


“HOME” CHERRY STONER No. 150 


Removes the Stone and Will Not Crush the Cherry 








No. 10—Electric Motor Driven 
SCROLL-SAW 
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SCHROETER BROS. HARDWARE CO. - St. Louis, U. S. A. a a 
(Patentees and Manufacturers) Supplies, ae a 
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BABLOCK 


SPRUCE LADDERS 


Ladders That Sell Quicker 
and Last Longer - 


The dealer has found from experience that a Babcock 
Spruce Ladder will sell more quickly in competition 
with other ladders. A Babcock Quality Ladder is 
recognized instantly by workmen as.a ladder that will 
stand up under severe usage. 


You'll make no mistake in stocking Babcock Spruce 
Ladders. Everybody uses them—painters, carpenters, 


masons, mechanics, farmers, housewives. There’s a 
style and size for every purpose, and we pay the freight 
and ship promptly. 


Write for prices—today. 


W. W. BABCOCK CO. 
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Pipe Couplings 
Scratch Brush Wire 


Rivets 
Roofing Nails 








a 
BRIDGEPORT, CONN. 


Trade Mark 


THE BRIDGEPORT SCREW CO. , 





Bridgeport, Conn. 


Representatives: 


George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
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Balked 


Clinton Poultry Netting 


keeps the invaders out. It is made 
for long and faithful service. You, 
Mr. Dealer, can assure your trade 
that Clinton means the right kind 
of wire, true hexagonal mesh and 
heavy galvanizing. Samples and 
complete information upon request. 








American Wire Fabrics Corporation 


Subsidiary of 


Wickwire Spencer Steel Co., Inc. 


General Offices: 41 East Forty-second St., New York Western Sales Office: 208 South LaSalle St., Chicago 
Worcester Buffalo Philadelphia Cleveland Betroit San Francisco Los Angeles Seattle 
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Your Catalog Is Ready 


and waiting for your name and address. Send for it today. 
It illustrates and describes the entire “Continental Line.” 
Features our new “Holtite” package, designed especially for 
the Shelf Hardware Trade. 

Complete tables as to standard dimensions, weights, method 
of packing and labelling. Also special tables of discount multi- 


pliers for your convenience. 
Embodies complete information pertaining to Wood Screws—Machine 
Screws—Drive Screws—Stove Bolts. 


_— 





“ (heg. U. 8. Patent Ufice) 


Continental Wood Screw Co., New Bedford, Mass. 


TREMONT Genuine Armstrong 


Stocks and Dies 


Proved Best by Are always in working order. They rep- 
Actual Test resent the utmost simplicity and effici- 


ency in operation. 














Tremont Hardened Steel Cut Nails 
are cut from high carbon steel that 
by actual laboratory test contains an 
ee ee | small percentage of im- 
purities. his metal is rust resisting 

to a remarkable degree and will not ae 
pene. crack or twist while being 
riven. 


Tremont Nails are scientifically de- 
signed to shear their way into the 
wood in a manner that assures a 
strong, permanent grip. They are re- 
markable for their stren th af head, 
an important feature in the con- 
sideration of the quality of cut nails. 
All these mechanical  superiorities 
make admirable selling arguments 
and in the actual use of the nails 
themselves assures the customer 
satisfaction that is so necessary 
the welfare of your store. 





All genuine Armstrong stocks and dies 
bear this trade-mark: 





Sell the Tremont Brand 





4 


Ser 
Tremont Nail Company . 
205 Lincoln St., Boston 


NAILS 


Be Sure You Get the Genuine 


The Armstrong Manufacturing Ce. 
Bridgeport, Conn. 




















Bronze and Copper 
FLY SCREEN CLOTH 


Spargo is real fly screen cloth that looks the 
part. 

And besides its attractive appearance, du- 
rability is woven into every square foot of it. 


Write for prices. 





Spargo Wire Co., Rome, N.Y. 
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INGCO wie, Bath Fixtures 


Stock these popular fixtures now and be prepared to 
supply them when customers show a preference for the 
White Enamel Finish. 


— The Quality is the finest obtainable and like all RINGC 


Bathroom Fixtures they will never rust as the body is of 
Solid Brass—the metal that never corrodes under any con- 
dition of service. 








rh Sees Syeeie, See Also obtainable in Extra Heavy Nickel Plate in a com- 
: plete line embracing over 300 different items. 


Stock is carried on all items, thus assuring Jobbers and 
Dealers of prompt delivery. 


— Your Jobber will be glad to supply you. 


Send for New Booklet, also latest Catalog and Trade- 
prices. 


AMERICAN RING COMPANY 


Waterbury Connecticut 


Branch Offices: Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 





No. 03247 White Finish 


































ow They Can 
Sell Themselves/ 


~~ HE same reliable product—tthe Superior Screen 
a Door Catch—only dressed in a new garb! 
: Twelve shiny black enamel Screen Door Catches 
neatly packed in attractive three-color counter dis- 
play cartons! A sales-producer from the word 
‘‘go0"’; a convenience for the dealer, and a profitable 
way to merchandise. Use these cartons in your 
window, and place them on your counter. 





HE Superior Screen Door Catch by nature is a quick seller. 
With this new counter display we expect our total sales 

to jump to unprecedented volume. You can get your share of 
sales, too! Speak to your jobber’s salesman next time he comes 


around—or write direct. 


SUPERIOR DOOR CATCH CO. 


Superior, Wisconsin 






| Yhe * 
| Superior} 
© Screen 
Door ¢& 
Catch. 
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Growing demand for 


W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros.,°""'?,. 


Selling Agents 


Wiebusch & Hilger, Ltd. 


No. 1111—6 inches Wide Heel Cut Back New York 
























FORSTNER 
Labor Saving 


AUGER BIT 


*“Globe”’ 


Plumb Bobs 
Sell Easily 


as they are perfect in balance, attrac- 
tive in appearance, and reasonable in 
price. 

Made of brass, with screw caps and 
steel points, in both long and short 
neck types, they fill all requirements. 








Bores Any Arc 
of a Circle 





Many 


Furnished in short neck type in 6 
New Uses 


and 8 oz. weights, and in long neck 
type in 6, 8, 10 and 12 oz. weights. 


Boy Bag cm gp oe B Bit, un- 
ike other bits, is guided by its 
circular rim instead of its center, Not only easy to sell, but profitable 
consequently it will bore any arc of too! 

aS circle, ce an be guided in any Long Neck Type . 

irection regardless of grain or knots, " 7 

leaving a true polished surface. Takes Just a for _— today 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine GEN CO 
and delicate patterns, veneers, screen work, EUGENE DIET - 
scalloping, fancy scroll twist columns, newels, : 

ribbon molding and mortising. Right goods at right prices 





Send for Catalogue. continuously since Year 1885 
_ Branches Philadelphia Washington 
The PROGRESSIVE MFG. CO. New Orleans Biesburgh —y 
Sen F neo, Hit 





TORRINGTON, CONN. 











The New “YANKEE” (No.30A) | no. 31a Heavy Pattern 
by the severest possible test, has proven | Nos. 130A and 131A 
itself the best Spiral Ratchet with spring in handle. 
__ Serew Driver yet a a i 


produced. No. 30, 31, 130 and 131 
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3 Bits 
The oan 


with each Driver nut is one- 
third longer and more 


durable than in our Famous 
Yankee No. 30, of which there are now mil- 
lions giving high class service. “YANKEE” on tools 
— for the utmost in Quality, Efficiency and Dur- 
ability. 








You Jobber can supply 


NORTH BROS. MFG. CO., Philadelphia, Pa. 


North Phila. Sta. 
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Tips For Hardwood and Marble Floors 


Stetson’s Combination Cushion Chair Tips are made from 
selected sole leather. The chair is able to move about freely with- 
out noise or scratching the floor. The felt washer acts as a 
cushion. This line is only one of our big sellers. Write for 
catalog. 
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Elastic Tip Co. 370 Atlantic Ave., Boston, Mass. 


OL 




















Z1O appre 
# Duplicating 


SIMPLE. Books 


FLAT OPENING 


The 

Easy Way 
to Keep 
Records 














Manufacturers of 








BOLTS NUTS WASHERS Zion Simplex 
RIVETS SPIKES No mm | insackor | Books simplify 
PLAIN AND UPSET RODS +7 Panne oF oN business routine, 
HARROW TEETH, HINGES reduce detail to 


the very mini- 
mum. Save time 
because they’re 
handy to use and 
provide orderly 
permanent rec- 
ords. ‘They are 


WAGON IRONS 
SINGLETREE TRIMMINGS 
FLOOR HOOKS 
CAR FORGINGS 
GENERAL FORGINGS 

















ANCHOR perahapepininnty CHAIN LINKS ; widely used in all 
POLE LINE MATERIAL 40 Different lines of business. Especially adapted 
COTTON TIE BUCKLES Standard for furniture stores’ use. Embody 
BAR STEEI CONCRETE BAR ETC Forms important features found in no other 
a ‘ eee? | books. We also make up special 
craOes Save ce gg ag books with your firm name imprinted. 
PICKS, MATTOCKS, GRUB HOES various businesses, 
Purchase Orders, 
a. ne Remittance Foons: Ask your stationer or write us for 
Sales Books, etc. prices and full details. = 
| 
. 
General Office and Works, Pittsburgh, Pa. 4 i O N IN STITUTIONS 
Eastern Office: 50 Church St., New York City & INDUSTRIES 
P acific Coast Office: Monadnock Bldg., San Francisco, Cal. Office Supply Dept., Wilbur Glenn Voliva, Zion, Ill. 























THE NEWEST 
AND BEST ITEM FOR 
FORDS THAT HAS 
BEEN PUT ON THE 
MARKET IN THE 
LAST FIVE YEARS 





Strong — durable — prac- 
tical; made of the best 
steel, top all one piece, de- 
signed ral the arch principle Hardware dealers are putting on 
with reinforcing ridges that this popular Peerless number. If you Top view shows large apron, arch, reinforcing 
give them excess strength. haven’t seen it, ordes a set from ridges and graceful curves. 


Won't tear or rattle. Makes your jobber—and go after spring The CORCORAN MFG. CO. 


an old Ford look like new. _ business. Dept 9, Norwood, Cincinnati 
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Quality 


Service 





¢ tc o] ae - 


STEEL WIRE 
SCRATCH BRUSHES 


A complete line designed especially for the 
Hardware Trade. 

Our modern facilities and more than fifty 
years’ experience assure you of first quality and 
excellent service. 


Write for catalog and prices. 


THE HEROLD BROTHERS CO. 


ESTABLISHED 1874 
1104 W. 9th ST. CLEVELAND, O. 





























Sell More 


of the merchandise that is often needed, seldom 
asked for but easily sold when seen on Heller 
Cabinets. 


Let us show you how to increase your sales 
without increasing your stock. 


Write for Reference Book No. 26-A TODAY. 


W. C. HELLER & CO. 


Main Office and Factory: Eastern Display Room: 


700 Wabash Ave. 20 Vesey St. 
Montpelier, Ohio New York City 








NE 


Link your efforts 
with a winner 


When you sell your customers Ney 
Dairy Barn Equipment and Haying 
Tools you sell them 100 cents value for 
every dollar you invest; you sell them 
46 years of honest effort to build the 
best equipment for their particular re- 
quirements; you sell then: the Ney iron- 
clad guarantee of absolute satisfaction. 


Doesn’t that set-up square with your 
ideas of a profitable line? Isn’t that 
the kind of line that deserves the 
pressure of your selling energy? 


You can make more dollars with the 
same effort, attract new customers— 
and build your business by linking 
up with the Ney value line of Dairy 
Barn Equipment and Haying Tools. 














Original~Genuine 


AYING TOOLS 


Standard Everywhere 


THE NEY MANUFACTURING CoO., Canton, Ohio 
Minneapolis, Minn. + Established 1879 + Council Bluffs, Ia. 
Manufacturers of Dairy Barn Equipment and Haying Tools 


including stanchions, stalls, pens, litter carriers, water bowls, hay carriers, 
y forks, pulleys, hay knives, barn door hangers and hardware specialties. 








Heller Shelving in Payne-Cummings Hardware Co., North Adams, Mass. 













TELESCOPING 
100% EXPANDING SPRING POSTS 
(LOCKING POSTS 


cy IN 
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More “‘Selling Time”’ 
For Your Salesmen 


A Proudfit “JB” Catalog binder is so easily ac- 


cessible that it minimizes the time spent by your 
Salesman in keeping it up to date. 


By saving on routine work your Salesman’s 
productive time is increased appreciably. 


Loose Leaf Devices of All Kinds 
Branches in all Principal Cities 


PROUDFIT LOOSE LEAF CoO. 


21 Logan Street, Grand Rapids, Mich. 
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Best Selling Clothes Wringer Made 


Entirely satisfactory—that’s the reason Anchor Brand Tae 
Clothes Wringers keep right on outselling all other clothes 
wringers. 

Ball Bearings insure easy turning; Best quality Rubber 
Rolls insure long service; Safety Cog Wheel Shields insure 
absolute safety; Hold Fast Clamps once tightened hold se- 
curely; every part of every wringer made the best we know 
how and there’s years of “know how” back of every Anchor 
Brand Clothes Wringer. 


LOVELL MANUFACTURING Co. Erte, Pa. 


World’s Largest Manufacturers of Clothes Wringers 
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fewer losses 
from disease 


Pana R Oa 
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“I never lose any of my chickens with white diarrhea 
that are hatched from the Queen,” wrote Mrs. Bessie 
Taniges, Herrick, Ill. “I have a Queen Incubator that 
has been used since 1907—bought it second-hand six 
years ago and have used it ever since. I would not give 
the Queen for any two machines of any other make I 
ever used.” 


It is a fact—testified to by Queen users all over 
America—that chicks properly hatched are half raised. 


‘ 
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B henee- economy in the selection of Screw or Bolt Products Turn your attention to the lines in which business is 
consists in using those that are exactly suited for their good. We will help you organize an Incubator Depart- 
particular service and that possess unexcelled quality and ment and show you how to make it pay. Ask us how 
accuracy. we help. 
REED & PRINCE MFG.CO. ss. QUEEN INCUBATOR CO. 
WORCESTER, MASS..U.S.A. 1124 North 14th St., Lincoln, Nebr. 





WESTERN BRANCH arCHICAGO- 12] NORTH JEFFERSON ST. 
nearer eine anne meme Om 











G-W Ice Tools for Every Purpose 


| a ERY type of tool used in the ice business is built 
by the Gifford-Wood Co. All G-W Ice Tools are 
ruggedly constructed and absolutely dependable in service. 
Over 100 years’ experience are built into every one. 





Catalog No. 80, describing the complete line, will gladly 
be sent to you on request. 


Main Office: 7 HILL ST:, HUDSON, NEW YORK 


New York Chicago Boston Pittsburgh 





G-W 
Ice Creeper, Style A 





ICE HANDLING MACHINERY And T TOOLS 


G-W Boston Tongs 
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OUR NUT CRACKER and PICKS 
ARE oytagerentuameed NECESSITIES 


They can 


be had in either We furnish them in BULK 
NICKEL or SILVER PLATE or in a variety of SETS 
DEALERS: These items are in demand the year round. 


ALWAYS keep them on DISPLAY. The best Whole- 


sale and Jobbing Houses can supply you. 


JOBBERS: If you are not already handling our goods, 
please write us for CATALOGUE, PRICES and 
SAMPLES 

DEALERS, write your Jobber—JOBBERS, write the manu- 
facturer. 


Business Established in 1872 
H. M. QUACKENBUSH, Herkimer, N. Y., U. S. A. 


The Latest and 
Best Single Needle 
Control 


No. 91 Fire Pot has no equal for . 
intensity of heat, simplicity of opera- 
tion and actual service to the user. . 
The improved single needle burner 
burns low test gasoline perfectly and 
is practically free from carbonization. 
Will quickly heat a pair of 12 Ib. 
coppers and melt a pot of metal. Top 
section is removable. Tank is made 
of drawn steel, heavily tinned and 
cannot leak or rust. No. 91 is the 
ideal Fire Pot for outdoor work. 
Jobbers supply at factory prices. Get — 
a catalog. 


CLAYTON & LAMBERT 
MFG. CO. 


10619 Knodell Ave. 
DETROIT, MICH., U. S. A~ 





No. 91 Fire Pot 
Ask for latest price 











TACKS 


ALL KINDS 


TTY YY 


TOWER MFG. CO. 


MADISON, INDIANA CINCINNATI, OHIO 











| PAINE STOVE BOLTS | 


As Good as the Best 


One hundred bolts and nuts 
in a strong, substantial box. 


In bulk if you wish. 
Prompt deliveries. 
Sold to jobbers only. 


Samples and discounts on request. 
No charge. 


THE PAINE COMPANY 


2949 Carroll Avenue, Chicago, Ill. 
33 Warren Street, New York, N. Y. 
































SUPERIOR 


Hex Mesh 
POULTRY NETTING 


G. F. Wright Steel & Wire Co. 
WORCESTER, MASS. 

















The Standard 
Of Quality 


Geo. W. Diener Mfg. Co. 
490 N. Monticello A ve., Chicago, Til. 




















QE PusM- Pins 
Metal V vor PUSH LF ——— aERS iN Contains 
“Style L” a ga = : nee at. 
Count — oS ackets 
a a Sell for $15 
Cabinet net 
— Profit $ 5 















Moore — Moore 


Push—Pins | Push-less Hangers 
**Glass Heads-Steel Points” ** The Hanger with the Twist’ 
For “Hanging Up Things” Without Marring Walls 
Moore Push-Pin Co. (Wayne Junction), Phila., Pa. 











THE FOWLER & UNION 


HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plaat ef 
1000 MILITARY RD.., BUFFALO, N. Y. 








aneeiny for a Hardware Store? 


place to find one is in the “Classified 
| a Section’’ of this paper. 


By watching the FOR SALE — ou’ll be 
reasonably sure to secure a good paying busi- 
ness at a fair price, or better still, jet the eaee 
know the kind of a store you are looking for 
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Reduce Your Tack Assortment 50% Without Limiting 


The Practical Range of Sizes 


HOUSE! OLD , 6 Cartons of Our Tacks Will Do It 


TACK ASSORTMENT Put Up in Fancy Display Boxes 


A TACK FOR EVERY PURPOSE 


At the Price of Plain Boxes 
Insist on Getting Them From Your Jobber 


THE SUPERIOR TACK AND NAIL CO. 
DERBY, CONN., U. S. A. 




















CARY’S 


Universal Just off the press. The 


latest edition of our 


Box Strapping general catalog. Send 


for it. \ é a y 
Made of soft steel through \ } WM 
which nails can be driven yy ee Wf 
easily. Put up in coils of ' WLLL hy} 
300 feet and packed 20 coils 
in a case. Every coil is 
equipped with our patent 







7 ‘ 








metal hanger which makes There is a Kimball Elevator built 

it a complete reel. for every requirement. Light dumb 

C AR Y’S waiters or heavy elevators, lifting 

upwards of 30,000 pounds, high 

Saw Edge Joint Fasteners - speed passenger elevators, hand- 


power and electric elevators of all 
sizes and types are built and in- 


Cary’s Continuous Cutting Edge Saw 
Tooth Fasteners are made of the best 





quality Cold Rolled Strip Steel, insuring 
a perfect fastener that will not bend stalled by 
while driving. You will not find frac- 
tures between the corrugations. Special 
effort is made to have the corrugations 
uniform so that they have equal draw- . * 
ing strength, 
—— nae, 38 the only fasteners : 1117-41 9th St. 15 E. Fayette St. 
manutactured with a continuous cutting ° 
edge, the patents, process and machines being owned by ourselves. Council Bluffs, lowa Baltimore, Md. 
Made in various widths and corrugations, also in coils wound KANSAS CITY DULUTH 
right and left. DETROIT MINNEAPOLIS 
oy tau " ry NVER 
, ALT LAKE 
Also Manufacturers of Steel Mats CLINTON ibe 


CARY MANUFACTURING CO. NEW ORLEANS FORT SMITH 
Manhattan Bridge Plaza Brooklyn, N. Y. ‘\ ‘a 


CUSHION 
" TIRE 






















THERE’S MONEY FOR YOU 
IN THE HANDY SLICER 
Profit Makers Are Always Welcome 


STORE LADDERS Handy Fruit and 


Insure perfect shelf service for any line of mer- Vegetable Slicer 


chandise. Deep tread steps, properly spaced, with | 

convenient il tonne Sanne cur bale sides of | No. 6-S 

ladder permit mounting or descending with ease. | It slices all kinds of Fruits and Vegetables 
Both hands free to remove or replace stock without | in an infinite variety of fancy and attractive 
danger of falling. Cushioned Tired Trolley and designs absolutely without waste. Apples, 
Truck Wheels eliminate noise and prevent vibra- pears, bananas, pineapples and other fruits 
tion. Erection as simple as A, B, C. Utilize sliced with a “‘Handy Slicer” prepare a 
small space. Make top shelves safely 9 0 dessert excellently and quickly. nce used 





a 


























—o me me 


c 


available for stock purposes. One for slicing apples for pies it will be consid- 


style—neat of design—nicely S & 







ered invaluable. 

Potatoes, beets, radishes, cucumbers and ieee 
other fibrous vegetables become tender when Bigg =o 
sliced “‘Lattice’”’ fashion. a 


HANDY THINGS MFG. CO. 
LUDINGTON, MICH. 


finished—any height ceil- 
. Thousands 


requset on 4 v y J 


F. 
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ROLLING STEP LADDERS 
Our, Proms 
are 25 % Shipments 
ower than 
any other - seer 4 
Rolling t eo = 
Ladders Shelving. 
on the 
Market. on 
Satisfaction Catalog on 
Guaranteed. Request. 
SUCCESS FURNITURE CORP. 
St. Louis (Kirkwood), Mo 








You Can’t Shake Out the Nail! 
Graffco PICTURE HANGERS 


have this unique, patented, feature:—the tool-tempered 





steel nail, though easily adjustable and removable, is 
held by a spring-tension tongue and cannot fall out 
and get lost. 3 sizes, retailing 10c. packet. — 
Graffeo GLASS PUSHPINS J\\ 
Size have tool-tempered steel points, sharp and strong, set | 
No.1 in crystal glass heads that are given unusual strength 
by a dome flange. Two handy sizes, retailing 10c. 
packet, each size. Size 
Write for free samples and offer No. 1 


GRAFF-UNDERWOOD CQO. 


Sole Mfre. Graffco Vise Signals, Viz non-projecting Signals, Vise Clips. 


20 Beacon Street, Somerville, Boston 42, Mass. 
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A logical hardware item 
—hbecause it’s made for 
hard wear! 


Half Soles—Heels—Strips 


Outwear Best Leather 2 to 1. 
(See page advt. next week) 


PANCO CO., Chelsea, Mass. 





ereeerereeetee. 
STTTT LILA 
eeeeeee 


rrry). |. eee te eee 
erteereeee ee 


all profes- 

barbers, as 

well as many home users, 

hnd complete satisfaction in Koken Razor 

Strops. A profitable line of ready sellers 
Write for it. 


Koken Companies, St. Louis, U.S.A. 


sional 


listed in our catalog. 





March 26, 1925 











DOORUERDARTAGASRODRRTOSTALINNTOSOLAURLOODAREODEDDODORORATODAOAER ORR STARUtOR Ae OIEL \, : 








American Steel & Wire 





Denver, Birmingham, Dallas 
U. 8. Steel Products Co. 
San Francisco, Los Angeles, 

Waukegan, Baker Perfect, Ellwood Junior, Lyman 

NAILS, SPIKES, STAPLES, TACKS, Hot Galv’d Nails 

ZINC ‘INSULATED FEN CES: American, Royal, Anthony. 

CONCRETE REINFORCEMENT 

BALE TIES: Old reliable brands 

oe tee one WIRE 


Portiand, Seattle 
National, U. S., Banner. 
RE for every purpose 


Chicago, New York, Bosten 
BARBED: Ellwood — Am. Glidden, Am. Special, 
BANNER (formerly acew) STEEL POSTS 
Quick Delivery. Write us for selling plans. 














Rock Island Radiovise 


While a big seller for radio work, this strong vise is also very 
popular for garage, workshop and home use. It has an attrac- 
tive bright Red finish. Liberal profit. Write for discounts. 


Swivel Base Jaws 3% 
Anvil Type Open 4” 
Write for Weight 

Prices 19 lbs. 
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A Faster Selling Mop Offers More 


Profit and Quicker Turnover— 
Convince yourself by selling SQUEEZ-EZY. 


me 


The mop that wrings by a twist of the 
f handle. Keeps hands out of water. Saves 
Mi time and back-bending. 
if) 


SQUEEZ-EZY MOP CO., INC. 


New Orleans, La. 


oan wo 


Vinny» 











THE GENUINE 


HUNTERS SIFTER 


The Standard of the World Since 
1880 


The Fred J. Meyers Mfg. Co. 
Hamilton, Ohio 






Imitated But 
Never Equalled 














APSARA OL) et 


PADLOCKS 


FOR EVERY CONCEIVABLE PURPOSE 


FRAIM-SLA YMAKER 
HDW. CO., INC. 
Lancaster Pa., U. S. A. 


Rye 


yee a peete | rere 














PRIEST’S CLIPPERS 


have been the standard 
since 1865. Style shown 
our Shaver No. 00 is a big 
seller for home use. 


American Shearer Mfg.Company 
Nashua, N. H. 
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HARDWARE JOBBERS’ 
CATALOGUES 


J. H. YEWDALE & SONS CO. 
MILWAUKEE 


1865 —— 1925 





\ everybody and gives you a 374%% profit on your 












ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a patented 
process we increase the density of the steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply. The Allen process makes 
deep, perfectly-formed socket-holes—no chips in 
the bottom. The entire length of the ALLEN is 
utilzea either for solid metal at the point, or depth of socket 
for the wrench. All sizes in stock from % in. to 1% in.; 
any length, point or thread. Also Socket-Head Cap 
Screws, Tap Extensions and Socket Wrench Sets. Dealers: 
Write for catalogue and sales proposition. 


The ALLEN MFG. CO. tigatrorb. Conn: 

















These Features Mean 


More PROFITS for You 


Intensifying baffle and heater plug perfectly 
gasify present-day gasoline or kerosene. 
Automatic safety valve prevents excess 
pressure. Separate needles for fuel control 
and ejection eliminate orifice trouble— 
impossible with single-needle torches. No 
opening in seams, no soldered connections 
on tank below fuel line—absolutely leak- 
proof. Pistol-grip handle. All these fea- 
tures are exclusive with TURNDBR ‘‘Master 
Line’’ Blotorches. FEARLESSLY GUAR- 
ANTEED. Order your supply NOW from 
your jobber. 


JHE Turner —— Ave., Sycamore, III. §? 


New York: The Turner Brass Works Makers of Blotorches, 
108 Charlton St. Fire Pots and Brazers. 


No. 45 (1 at.) 
World’s Largest Exclusive 


rele) an Cohan as tom aimee 


Russell Jennings 


stamped on the round of our 


Auger Bits 


The original doubie twist auger bit, patented by 


Mr. Russell Jennings in 1855 


Russell Jennings Mfg. Co. 
Chester, Conn. 
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What good are they ?— 


- you getting any profit out of the thou- 
sands of clogged-up brushes lying in rigor 
mortis everywhere? On your’ counter 
Brush-Nu 


Paint Brush Cleaner 


in the beautiful display carton sells on sight to 







“BRUSH? NU BILC 


sales. PAINT BRUSH CLEANER 
SALESMAA. 


ANY $1.50 For Two Dozen. 


ee 

on BRUSHES \ 
Aa A Q4Pe\ get 

rer " = . 5 











ORDER A SAMPLE CARTON OF 
YOUR JOBBER OR WRITE DIRECT. 


Brushe Nu Co. 


BALTIMORE MARYLAND 
WAREHOUSES CHICAGO SAN  RANCISCO 








“Qt 
7. oN 
A >} 
oe 


TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


YN) 5 On OO) 320, 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 








—_— 
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Osborne High Grade Punches 





Arch Punches 
Revolving Punches 


Belt Punches 
Spring Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality. 

The above tools will please your customers as well as our famous Round 
and Oval Punches. 

Remember we have had 99 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials in 
making our products. 

We stand back of every tool we make. Try us. 
and Prices. 


Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


Write for Catalog 











ADJUSTABLE 
PIPE WRENCHES 





KEYC 





PATENT APPLIED FOR 





“Keystone quality.” Made from Alloy Steel, heat treated 
by our own process. The most durable rench on the 
market. Light in weight, can be used with one hand on 
pipe, nuts or studs. Fully Guaranteed. Packed 12 to a 
Carton. Write for Discounts 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 
Sales Representatives—Surpless, Dunn & Co. 
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WRENCHES 






J. H. WILLIAMS & CO. 
“The Wrench People” STANDARD FOR 
New York BUFFALO Chicago HALF A CENTURY 

















CRECOITE 


Tools You Can Sell 
With Confidence 


Write for Catalog H 


MARION TOOL WORKS, INC. 


Marion, Indiana 






Broad Hatchet 











the all’round Sharpener! 







Knife, scissors, sickle, anything, ‘“Shar- 
pit” will keen-edge double-quick. It’s a 
wizard seller—low priced and good profit 
maker. Send for our special offer! 


oa & 


P55 co. 
Ssh} bi GUE — a Ave. 


Z - Louis, Mo. 





WHOEVER HEARD OF 
BAKING IN A POT? 


Ask the woman who owns a “Master Bake 
Pot” or ask us for Free Story of this 
remarkable invention. 


CADMUS PRODUCTS CO. 


BAYONNE, N. J., also London, Eng. 











Waste — Mops — Wicking 
Cleaning Cloths 
¥: Caulking Cotton — Chemical Cotton 


Send for samples and prices 
PRODUCTS 


MASSASOIT MANUFACTURING CO. 






Fall River, Mass. U. 8S. A. 


New York Office ~ - - 350 Broadwa 
Chicago Office - - ~ 189 West Madison § 

















The New Britam Machine Company 


Socket Wrench KD 
Sets Bench Legs 
New Britain Connecticut 





GLASS s "I E NOX ” cutters 
QUALITY Ne SPEED 
UNIFORMITY J SERVICE 
“The Toots in Lhe Pia Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW DRIVERS —- GLASS CUTTERS 


SCSC4CSC SECC SCeeeCoeeoeoeees 
sé4e 


eeeeeeoegeee 


SAMPLE 











Plug Counterbore 


Made m two sizes, 
y % and!, inch. 
The Conn Valley 
Mfg. Co. 
Centerbrook, Conn. 


s 7 id 


A Labor Saving Tool 















The Sandpaper That Satisfies 


A big little trade winner for 
every hardware man. See large 
ed in last week's issue. 


WAUSAU ABRASIVES CO. 
1017 Harrison Boul. 
Wausau, Wis., U. S. A. 











Robertson “Horse Shoe — Hammers 


Permanent magnet which holds 
the tack in position for driv- mesa 
ing. Awarded the Silver Medal - 
(the highest offered) at the Ponaman-Puallls Exposition. 
Good profit. Write for price list. 

Name and design trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 











Plain or enameled in 


STRATTON #3 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Ete. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 








Makers of Every 
Kind of Screw, 
Nut and_ Bolt. 


The Corbin Screw Corporation 


The American Hardware Corporation, Successor 
229 High Street New Britain, Conn. 


Western Factory: Dayton, Ohio 











PEOVER DPR ETE «5 


BROW N & SHA \RPE TOOLS 


lor Nearly LOO Years There Has Been No 


Substitute for Brown & Sharpe Qualety 
e 
Sevrd for Small Tool Catalog No, 29 
BROWN & SHARE 4 & epee & 
PROVITDENCI He | ; 





BARTLETT Two Hand Pruner No. 777 


Built right with blade on opposite side from general cus- 
tom. Left hand operates Hook Handle—Right hand the 
pruning blade. 

Hook remains station- 
ary while blade closes. 
Cannot injure trees. 
Drop forged with 26” 
White Ash Handles. Write for Catalog. 


BARTLETT MFG. CO. 430 E. Lafayette Ave. Detroit, Mich. 


ers 














Leaders in their line 


Rome Copper Utensils have over 
30 years of ‘‘Know how’ behind 
them. For profit and quick turn- 
over, carry them. 


Write— “> AL 


ROME MEG. CO. eur 
Factories and Offices, Rome,N.Y. “© 
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Am Effective Low Cost Contact with Hardware Man- 
afacturers, Manufacturers’ Agents, Jobbers, Jobbers’ 
Ralesmen, Retailers and Retail Salesmen. , 


No illustrations accepted for these pages. 


Allew seven words for Keyed Boz Number Address. 


March 26, 1925 





Set Solid, Minimum 50 words 





I, cow etesdedéieoewcececeisscéan .06 

All Capitals, Minimum 50 words.................. 0c. ccue 4.00 
es hs a 6 be 00 hee Ab ce ee eeu -08 
ie ho he Ned dink we hie dae Conmddalae 5.00 
ee EY Ma wick cn b6nuececeeecsckeeeveécccds 4.00 


4 insertions, 10% off; 8 insertions 15% off 
Remittance Must Accompany Order 


50% off the above rates for Positions Wanted Advertisements 








Business Opportunities 


Bus; ieeteiitins 


Help Wanted 











) Do You Need a Distribution Point ) 

in Philadelphia? 

0 I have surplus floor space with complete 

) office service and delivery truck. Sales 
service if you need it. Located close to 
freight stations and docks. What have 
you to offer? 

Address Box G-543 ) 

care of HARDWARE AGE, New York City. 








| CASTINGS 


We make high grade, soft, easily machined 
castings. We aiso do machining, nickeling, 
japanning and assembling. 

Send samples or prints for quotations. 


LITTLESTOWN HARDWARE & 
FOUNDRY Cvu., INC. 
Littlestown, Pa. 














FOR SALE: A very healthy going hardware 
store, Centrally located in a real little city o 
8000 in the best irrigated section of the West. 

rowing and making good money. Family affairs 
demand sale, Take around $20,000. Address 
Box G-519, care of Harpware Ace, New York. 





FOR SALE, HARDWARE STOCK and fix- 
tures that will invoice $35,000. Located in a 
city of 8,000 in the state of Ohio. Sales last 
year over $70,000. Store room 32 ft. x 110 ft., 
rents for $150 per month. Price $25,000 cash. 
No trade considered. Address Box G-535, care 
of Harpware Ace, New York. 





FOR SALE—HARDWARE STOCK and fix- 
tures. Doing a semi-wholesale and retail busi- 
ness, In one of the fastest growing industrial 
sections of Southern California. Doing a fine 
pusiness. Low rental lease. Will take abom 
$45,000 to handle. No trade. This proposition 
will bear the closest investigation, and is the 
foundation for a large and profitable business. 





Address Box G-541, care of Harpware AGE, 
New York. 
DESIRABLE OFFICE AND SALESROOM 


SPACE in the center of the hardware district on 
Chambers Street. The third floor of remodeled 
building at 151 Chambers Street, 25 x 75, 
equipped with electric light, steam heat, and all 
modern improvements, including elevator service. 
The balance of the building is occupied by the 
following well-known hardware manutacturers: 
Iver Johnson Arms & Cycle Co., John Russell 


Cutlery Co., Union Hardware Co., and Pike 
Manufacturing Co. Rental, $175.00 per month 
For further information or view of the space 
apply to Herbert R. Conner, Manager, PIKE 


MANUFACTURING CO., 151 Chambers Street, 
New York City. 





25-50 K-W-1D-C 
NATIONAL 
Columbia St., 


WANTED—One second hand 
250 volt gererator or generator set. 
MILL SUPPLY CO., 207-213 E. 
Fort Wayne, Indiana. 





tools, one set 


FOR SALE—One set tinners’ 
HARDWARE 


plumbers’ tools. NAPOLEON 
CO., Napoleon, Ohio. 


WANTED TO SELL, HARDWARE STORE 
IN BEST TOWN in South East Georgia; good 
farming section; been in successful operation for 
25 years. This is the best business in this section 
and is a money making proposition for the right 
party. Will take desirable real estate in any good 
Georgia town in exchange for half the purchase 
price. Will take about $25,000.00 to hardle. 
Address Box G-553, care of Harnpware Acre, New 
York. 


RUILDERS’ HARDWARE BUSINESS, well 
established concern. T.ocation, New York City. 
An opportunity for experienced builders’ hard- 
ware man or men to receive a going concern with 
limited cash investment. Address Box G-554, 
care of Harpware Acre, New York. 








SCOTT HARDWARE CO., TRENTON, N. J. 
Owing to long illness and age, owner desires to 
retire, Founded in 1872, taken over by present 
ownership in 1893. Occupy four floors and base- 
ment in centre of city of 130,000, live manufac- 
turing centre and desirable place of residence 
sixty miles from New York, thirty miles from 
Philadelphia. Our sales for ten years have 
averaged 90% cash; stock and fixtures about 
$25,000. Good chance for younger man. This 
is no bankrupt propesition; consult Dun or 





Bradstreet; no agents or triflers. Joseph A. 
Scott, 29 Oak Lane, Trenton, a 
HARDWARE AND PAINT STORE FOR 


SALE on Long Island in fast growing section. 
Will invoice around $10,000. Clean stock of 
builders’ and shelf hardware and paint stock. 
Address Box G-551, care of Harpware AGE, New 


York. 


\WANTED—Two wire operated cash carriers 
complete. Must be in good condition. ARM- 
STRONG BROTHERS, Butler, Mo. 








Help Wanted 


WANTED—A RETAIL HARDWARE SALES- 
MAN capable of taking charge of floor with five 
or six salesmen. Must have a good knowledge 
of builders’ hardware, be thoroughly reliable, 
good personality and a hustler. Not over 35 
years of age. Western Canadian city. Address 
Rox G-542, care of Harpware Acs, New York. 


THE LARGEST WHOLESALE 
CONCERNS IN THE EAST 
SITUATED IN NEW YORK CITY RE- 
QUIRES THE SERVICES OF AN _ EX. 
CEPTIONAL YOUNG MAN WHO HAS HA) 
EXPERIENCE COMPILING HARDWARF 
CATALOGUES, DOING SALES PROMOTION 
WORK AND OTHER FORMS OF ADVER 
TISING. A SPLENDID OPPORTUNITY 
EXISTS FOR THE RIGHT MAN. WRITF 
FULLY. ADDRESS BOX G-545, CARE OF 
HARDWARE AGE, NEW YORK. 


GOOD: OPENING FOR MILI SUPPLY ard 
hardware salesman, with acquaintance in North 
ern Wisconsin and the Upner Peninsula of Michi 
gan. Address Sales Manaver, NORTHERN 
HARDWARE & SUPPLY COMPANY, Menomi- 


nee. Mich. 


SALESMFN—Wholesale paint house, distribut- 
ing nationally advertised line of paints and 
varnishes, requires the services of experienced 
salesmen in established territories in Virginia and 
North Carolina. Address Box G-550, care of 
TTarpwarE AcE, New York. 








ONE OF 
HARDWARE 











WANTED—A man who can do plumbing and 
tinning. No license. Good reference. A young 
man to clerk in hardware store. Good reference. 


H. LULLOFF & SONS, Kiel, Wis. 








PENNSYLVANIA HARDWARE & FURNI- 
TURE STORE FOR SALEF, account death of 
proprietor. Excellent business of 20 years stand- 
ing: town of two thousand population. Rail- 
road shops and fine farming community: location, 
center of town. Property and merchandise a 
bargain. Address: Mrs. David F. Love, Avis, Pa. 





WANTED—BY PROMINENT MER. BUILD. 
ERS’ HDWE. salesman for Chicago. Must he 
a seasoned adent, capable of handling large, intri- 
cate work. State experience in detail, age and 
salary expected. Single man preferred. Ad- 
dress Rox 7109-A. care of Harpware Acre, 1507 
Otis Bldg., Chicago, Tl. 

















SALESMAN WANTED WITH’ ESTAB- 
LISHED trade to cover Long Island, including 
part of Brooklyn for established hardware job- 
bing house. State age, experience and salary 
expected, Confidence respected. Address Box 
G-556, care of Harpware AcE, New York. 





Positions Wanted 


WANTED—POSITION AS BUYER or assist- 
ant buyer of hardware in Metropolitan district. 
Eleven years’ experience with arge hardware 
firm. Twelve years’ experience with mine, mill 
and railroad supply firm; seven years’ ex perience 
with latter firm as buyer. Will be at liberty to 
accept position by April Ist. Address Box G-534, 
care of Harpware Ace, New York. 








EXPERIENCED SALESMAN CALLING on 
wholesale and retail trade in Central West terri- 
tory wants connection with reputable concern on 
salary or salary and commission with expenses. 
Will consider change of territory, accustomed to 
long trips, and six days a week work. Employed 
at present, age twenty-eight. Address Box G-532, 
care of Harpware Acz, New York. 





SALESMAN FOR MANUFACTURER of 
hardware products or mechanical device. Cover- 
ing East Pennsylvania and surrounding territcry. 
Experienced in selling, planning sales campaigns, 
publicity along these lines. Good mechanical 
ability, plugger, good education. Address Box 
G-529, care of Harpware Ace, New York. 





POSITION WANTED-—Sales manager, instruc- 
tor or salesman; 20 years’ experience. Address 
Box G-548, care of HARDWARE Ace, New York, 





POSITION WANTED BY A_ RETAIL 
HARDWARE man with an up-to-date hardware 
company. Have had 10 years’ experience in the 
general hardware business, including paints, radio 
and radio supplies; 5 years as buyer and 3 years 
as store manager. Thirty years of age, married, 
and can furnish excellent references. Address 
Sox G-552, care of HarpwaRE AcE, New York. 


WANTED—SALESMAN’S JOB with a retail 
hardware store. Have had lots of experience in 
country and city hardware business. Best refer- 
ences furnished. Young man. Write me. O. H. 
HINSON, Alamo, Ga. 


RETAIL HARDWARE SALESMAN wishes 
to connect with a retail or wholesale house, that 
offers opportunities for advancement. cated in 
the Middle West States or Texas. Twelve years’ 
experie:ice in retail hardware; 32 years of age; 
can furnish best of reference. Address Box 
G-540, care of Harpware Ace, New York. 














Sales Accounts Wanted 


_A RESPONSIBLE SALES AGENCY operat- 
ing as manufacturers representatives, covering 
Eastern Pennsylvania, Southern New Jersey, 
Delaware and Maryland with an office and show- 
room located in the heart of the wholesale hard- 
ware district in Philadelphia, desires additional 
lines for both jobbing and dealer trade. Builders’ 
hardware, tools or a specialty. Plenty of space 
for a consigned stock if desired. Address Box 
G-531, care of HarpwarE Acre, New York. 








A RELIABLE SALES AGENCY operating 
as manufacturers district sales managers desires 
one or two reliable accounts for the St. Louis 
territory. Our service is more extensive than the 
erdinary broker or manufacturers agents as we 
do continuous work among the retail trade and 
through co-operation with the jobbers. Address 
Box G-510, care of Harpware Acs, New York. 
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Sales Accounts Wanted 


Sales Accounts Wanted 


Sales Representatives Wanted 








MANUFACTURERS A'T'TENTION! 
Eastern Agency wanted by experienced selling 

organization that can offer: 

1. A well established New York Office. 

2. The services of 3 high grade salesmen. 

3. A completely equipped department for stimu- 
lating sales by mail. 

4. Must be meritorious proposition ‘subject to 
large rep°at sales. 

Address Box G-544 
care of HArpwarre AGe, New York City. 








WANT A SPECIALTY TO SBPLL to hard- 
ware stores and departments. Especially fitted 
to introduce new products. Pennsylvania, Soutb 
New York, New Jersey territory. 15 years sell 
ing, merchandising, advertising. Address Box 
G-528, care of HarpwarE Ace, New York. 





Sales Representatives Wanted 











THE WRITER HAS PLACE for a high 
class line to be sold to hardware jobbers in 
Misseuri, Kansas, Nebraska, Iowa, North and 
South Dakota, Minnesota, Wisconsin, Michigan. 
Illinois, Indiana, Ohio, Pittsburgh, Pa. and 
Louisville, Ky., also upper New York jobbing 
points, Have been in the game twenty years 
and have a high class associate salesman. We 
visit all jobbing points in territory mentioned 
above four times a year, maintain a well organ. 
ized office in charge of exceptional head. Will 
give factories I represent and any jobber in 
territory I cover for reference. Please do not 
answer this unless your line is staple, a repeate: 
and runs into money. have some of the lead 
ing lines in the United States. If your line 
appeals to us we will spend a week or so with 
you to get every detail and get acquainted with 
the personnel of your institution. Address Box 
G-518, care of Harpware AGE, New York. 





HARDWARE MAN WITH 12 YEARS’ EAST- 
ERN EXPERIENCE, returning to Southern Cali- 
fornia, wishes to represent manufacturer in either 
sales or distribution end. Satisfactory references 
as to financial or executive ability. Only line of 
merit with salary and commission considered. 


HUSTLING SALESMEN wanted to sell on 
liberal commission basis our popular line oi! 
labor saving Magic Weeder Hoes to hardware 
trade. REICHAKD MFG, CO., Bangor, Penna. 





WANTED—EXPERIENCED REPRESENTA 
TIVE OR DISTRIBUTOR in your territory, 
exclusive. Good repeating staple line. Our goods 
are handled by hardware, electric, department 
stores, radio, drug and jobbers. Advise experi- 
ence, references, territory covered and same will 
be treated confidential UNITED PRODUCTS 
MFG, CO., 150 West Larned St., Detroit. Mich. 





SALES REPRESENTATIVE WANTED 
High grade hardware salesman to represent lead 
ing hardware jobber in Indiana territory. Ad 
dress Box G-546, care of Harpware Ace, New 
York. 








MANUFACTURER’S AGENTS—A nationally 
known chain manufacturer requires representa 
tion in the Pacitic Northwest for its general line 
of chain, tire chains and automobile accessories. 
Only well established manufacturers’ agents who 
have received favorable consideration from hard. 
ware jobbing and accessory dealers need apply. 
References giving names and addresses of fac- 
tories now represented to be submitted in answer. 








WANTED—AGENTS ON COMMISSION— 
exclusive territory. Manufacturers of all kinds 
of cut and wire tacks and nails, staples, double 
pointed tacks, glazier points, special wire nails, 
copper and brass tacks and nails, Address Box 
G-526, care of Harpware Acg, New York. 





SALESMAN WANTED—To carry side line of 


high grade mechanics’ tools on comm ssion. Must 
have following among jobbers and retailers. State 
line now handled and territory covered. Address 


Box G-549, care of HAarpWarE Ace, New York. 





MANUFACTURER’S AGENT TO COVER 
the State of New Jersey on commission basis for 
manufacturer ot tools and hardware specialties. 
Address Box G-554, care of HaArpDWARE AGB, 
New York. 








| HARDWARE AGE, i} 
New York, N. Y. 


Gentlemen: 

The results from our ad which 
appeared in your publication were 
very gratifying, having received be- 
tween fifty and seventy-five replies, 
) resulting in several sales connec- | 
tions. . 


Very truly yours ( 


(Name on request) f 













































































Address Box G-555, care of Harpware Ace, New | Address Box G-547, care of Harpware Ace, New | | 
York. York, —~ = 
“They Have a Ame an Can J. L. THOMPSON MFG. CO. 
Bull Dog-Grip” ric on Waltham, Mass. 
Manufactured by Tubular and Bifurcated 
U. S. Clothes Pin Co., Montpelier, Vt. atid a 
1018 Union noch ae Pittshurch, Pa. American Can Company aaah R I V E, T 3 —— 
The “ie si Stone Working ELEVATORS 
eal Mian's Kazor : DUMBWAITERS 
Send for Catalogue of Full Line Tools and Supplies 1, | Write for our catalog 
J. R. TORREY RAZOR CO. Trow & Holden Co. >, Energy Elevator Co. 
WORCESTER, MASS. Barre, Vt. | 7 211 New St. Philadelphia 
SCYTHES 
and Oil, Molasses and 


Scythes since 1912. Axes since 1880. 


RIXFORD éastitigingate,ve. 


and Dumbwaiters 
for House, Store or Warehouse. Write 
for particulars. State your require- 
ments as to size, capacity and lift. 
The SIDNEY ELEVATOR Mfg. Co. 
Sidney, Ohio 


AXES 

















Dairy Gates 
Perfection Pattern. 
Made in All Styles. 
Syracuse Stamping 
Cc 


’ 
J o. 
Syracuse, New York 


SILVER LAKE 


SASH CORD 


NET WEIGHTS FULL LENGTHS 
Sliver Lake Co., Newtonvilie, Mass. 


CARPENTER’S 
—CHALK— 
STANDARD CRAYON CO. 


Danvers, Mass. 

















So-Boss Cow Hobble 
and Tail Holder 


Sold by Jobbers 


Simonsen Iron Works 
Sioux Rapids lowa 


EYELET TOOL CO. 






















Manufacturers of Pu Hand 
Drive and Foot Power) for Leather, Cloth and 
Metal, Punch Tubes, Punches and Dies. All 


Write jobber. 





Booklets free. Established 1858. 
190 Dorchester Ave., Boston, Mass. 
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WE GO “HALVES” 

WITH YOU IN 

SELLING THIS han roa aa 
’ made, tanita coraimey | 


The Carey BIG SIZE Asfaltslate Shingle is recognized by dealers as the most desirable 
roofing product to handle, because Carey does more to help them sell it. 





Carpenters recognize at once 
the superiority of this 50% 
larger shingle—that gives a 
9 inch exposure and makes a 














First of all, it is a superior product, 10 by 1534 inches—it allows a 5 inch exposure and 
still gives a three-thickness roof. It is heavy and durable. Weighs approximately 300 
pounds to the square. It looks well; stays as you put it on—it is “the Shingle that 
Never Curls.” Builders and home owners appreciate the fact that it can be applied less 
expensively, because it requires less nails. 


If you can sell any shingle you can sell this one easier—more profitably. The Carey dealer 
plan is doubling and tripling dealers’ business all over the country. 


Three natural slate colors—the new distinctive Silver-green, blue-black and red. 


Send the coupon for sample and full information. 


THE PHILIP CAREY COMPANY 
521-541 Wayne Ave. Lockland, Cincinnati, Ohio 


fe sceces eee ee8e2e ee e822 2 eeeeeeesoenueeeeeeeooaoees 


THE PHILIP CAREY COMPANY 
521-541 Wayne Ave., Lockland, Cincinnati, O. 





Gentlemen: Please send copy of “Before You 
Build” booklet to 





ASFALTSLATE 


SHINGLES 


THE SHINGLE THAT WEVER CURLS 
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FIRST: 


A most complete line of all 
steel and steel-tray wheel- , . 
YY barrows, including suitable 7 | 
7 types for the home, the foun- 
7/7 dry, contractors and indus- 


7 . 
— trial concerns. 
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Yyy SECOND: 
Complete warehouse stocks 
which act as service stations 
and assure satisfactory deliv- 
ery of your rush require- 
ments. Warehouse locations 
are at Boston, New York, 
Cleveland, Detroit, Chicago, 
St. Louis. 
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THIRD: 


A complete advertising ser- 
vice in trade paper space, cir- 
culars, handsome catalogues 
and counter display signs. 


FOURTH: 
The quality of the line in both 
construction and appearance. 
A line which pleases your 
trade and adds to your sales 
and your profits. A line 
built standard and so sim- 


plified that every part is 
interchangeable. 
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Now—"Community Blue” Petit Buffets 

















29-PIECE BUFFET 


(Illustrated) 


(on tents © KNIVES 12 TEASPOONS 1 BUTTER KNIFE 
6FORKS 3TABLESPOONS 1 SUGAR SPOON 


PERFECT COMBINATION of the 
Cy 1 absolutely necessary pieces for the ser- 
vice of six people. Costs the same as the 26-piece set. 


Furnished free of charge—you pay only for the silverware. 
Also supplied with standard 26-piece and 39-piece combinations. 


$$ * & 














MAGINE solid, substantial Petit Buffets decorated in richest gilt and 
relieved with bands of regal “Community Blue.” 


The luxurious velvet lining of deepest blue—the dainty, harmonious 
handles—add glorious lustre to the flatware and emphasize each fine 
detail of its graceful shaping and careful craftsmanship 


They are indeed things of beauty that women will constantly admire and 
desire to possess—the most distinctive settings for silverware ever devised. 


ERY 
COMMUNITY PLATE 


Your Wholesaler Can Supply You 
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GUTH PORCELAIN ENAMEL SWITCH PLATES 











Instant Popularity! 


Guth Porcelain Enamel Switch Plates are so at- 
tractive; so different from the usual grimy, tar- 
nished, unsightly switch plate, it’s no wonder the 
demand is spreading like a tidal wave. 


The public is quick to see the value of Switch 
Plates that harmonize with any decorative scheme 
and retain their look of newness forever, especially 
when they cost no more than ordinary switch 
plates. This approval means bigger profits for you. 
Don’t lose out on your share. 


Guth Porcelain Enamel 
Switch Plates 


are manufactured to fit any size or type of switch 
up to twelve gangs. They are finished in white, 
old ivory, gray, blue, pink, green and brown. 
Their permanent porcelain finish will not peel, 
check, lose color or tarnish. Each plate is per- 
fectly insulated and may be cleaned quickly with 
a damp cloth. Write for descriptive literature 
and special dealers’ prices. No obligation, of 
course. 





Tumbler 
Switch Plate 


This attractive 
display board 
showing Guth 
Porcelain 
Enamel Switch 
Plates in 7 
assorted types 
and colors— 
Free with your 
first order of 
100 plates (or 
4 standard 
packages.) 





Standard 
Push Button Plate 











PoRcet Ain ENAMEL Switcn PLATE | 
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She FDWIn EF. Gur COMPANY | 


DESIGNERS -ENGINEERS-MANUFACTURERS 


Lighting Equipment 











we ST. LOUIS, U. S. A. 


Py A The Formerly the St. Louis Brass Mfg. Co., and the Brascolite Company 
BRANCH OFFICES (Sales and Service) In Principal Cities 
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A New Hotpoint 
Only $2.95 




















Parallel Shield Hotpoint 
with Swivel Plug, $5.00 


With Drying Comb, $5.75 
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Hotpoint’s Latest ~ $2.95 


Women today are demanding quality curling irons. 
You can fill the complete demand with Hotpoint 
curlers retailing at from $2.95 to $7.50. The new 
$2.95 model is a slightly smaller curler with the 
usual hinged shield and rounded tip—a true Hot- 
point in quality and service. 








Sales Features of Larger Models 


Professional tapered tip 


Hotpoint De Luxe 


Curling Iron 


Parallel shield. Ivory handle. Gray Shield opens parallel re waver rod 
silk cord. Rich silk-lined gift box. Swivel plug—no twisting of cord 





April advertising in The Saturday Evening Post, Ladies’ Home 
Journal, Good Housekeeping and Sunset magazines. Cash in 
on this new device and publicity by ordering your stock now. 











Benim yoy iene EDISON ELECTRIC APPLIANCE CO., Inc. 








makes large marcel curls. Parallel 5610 West Taylor Street : Chicago, Illinois 
shield. Swivel plug and cord. BOSTON + NEWYORK + CLEVELAND + ATLANTA + CHICAGO 
$5 50 ST. LOUIS . SALT LAKE CITY . ONTARIO, CALIF. 
~ , a Canadian General Electric Company, Ltd., Head Office, Toronto 





Factories at Chicago, Illinois, and Ontario, California 


+ dnatnaarnl ° LARGESE ee eee OF HOUSEHOLD ELECTRIC HEATING APPLIANCES 
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THERE’S A HOTPOINT ELECTRIC RANGE FOR EVERY PURSE AND PURPOSE 
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Throughout — Porcelain 
Enameled Inside and 














Outside 








Ne _ ELECTRICS 
Rust-Proof Construction ee  &&£ Le} “ 













































































Sell Ranges That 
Mean Real Profit 


Lasting Construction—Less Servicing— 
Satisfied Customers 


You can double your range sales with L & H Electrics Ranges—at 
a real profit. 
Every L & H Electrics Range that you sell goes into the home of 
your customer with the assurance that there will be practically no 
service calls—that’s why you're smaking a real profit on L & H 
! | Electrics. That’s why your L & H Electrics Range customers are 
' 





also real appliance customers. 

You'll find many features in L & H Electrics Ranges. See one for 
yourself. Notice the all-conduit wiring—there is not a single open 
wire in the model illustrated above. Also has Full Automatic L & H 
Electrics Time and Temperature Controls which are something new 
in automatic range construction. Rust-proof throughout, too—both 
inside and outside of this particular range is finished in porcelain 
enamel. Built strong and rigid—will not get out of shape. Equipped 
5 with rust-proof oven which is finished both on the inside and outside 
in porcelain enamel. Has rounded corners and oven vent. 


~ 








Automatic L& H Elec- 
trics Time Control— 
Accurate, Efficient, 
Simple. 














Write us today for complete details on all L & H Electrics Ranges 
and Appliances. Learn why L & H_ Electrics means a_ bigger, 
steadier profit to you. 












o< 





ELECTRICS 


TRADE MARK 


Co 
Lp Ranges and Appliances 


\ Manufactured by 
aN —_ JS A. J. Lindemann & Hoverson Co. 


Rust-proof Ovens—One-Piece, Round-Cornered - . t : ; 
meres: Ovese—Sue-tiee, outs 435-437 Cleveland Ave., Milwaukee, Wisconsin 
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Saleable / 


and will dominate the washing machine 
market in 1925. That’s positive. 


Here is a washer that will sell readily against the 
keenest competition—two years’ research and 
experimenting have proved it! 


It’s a beauty—finished in 
aluminum with nickel-plated 
operating levers. It’s efficient 
— will thoroughly wash white 
clothes in three to five min- 
utes. Tub capacity, 10 pounds 
of dry clothes. It’s compact— 
no exposed mechanism or 
square corners. It’s sturdy— 
only 5 parts in the main gear 
case; mechanism hung to 
pressed steel chassis instead 
of body; 3 legs with big cast- 
ers and stands level on any 


floor; new type drive, can’t 
even blow out a fuse when 
starting with full load. 


$100,000 was spent in per- 
fecting an entirely new and 
unique tub. The tub is made 
of 33 oz. copper and all one 


piece, with no possibility | 


of tangling or injuring the 
clothes. The 3 pressed baffles 
are part of the tub itself and 
give a tremendous water 
action — positively unequall- 
ed in any other type. 








Bigger discounts, liberal advertising allowance, very 
definite and resultful sales assistance by trained men, 
and a washer of merit at the right price, are offered 
to energetic dealers. If you want to tie up with a 
sure success, write for particulars. 





GAINADAY ELECTRIC COMPANY 


3016 LIBERTY AVENUE, PITTSBURGH, PA. 


Manufacturers of Gainaday Cylinder Washers, Oscillator Washers and Ironers 












The 


Demonstration 
means 


MORE 
SALES 


The 
Mechanical 
Features mean 


NO 
SERVICE 


The Discounts 
and 


Sales Assistance 
mean 


BIGGER 
PROFITS 




















GAINADAY 






















































WASHING MACHINE PROFITS 


This is the famous Thor-32, 

the highest development in 

Washing Machine perfection. 

Revolving, reversing cylinder. 
8 sheet size 


Over 1,000,000 Hurley Built 
Electric Washers are in use 





Sell ALL Your Prospects 


Hurley offers a full line of washers. Why? 1—You can sell the time-tried Thors to 

the largest number of your prospects. 2—-To meet competition and sell other pros- 

pects also, here are the Superior Vacuum Cup and Oscillator. Both are Hurley Built 
and each is a leader in its type 





Thor-25, 6 sheet size. A Superior Vacuum Cup, 8 sheet Superior Oscillator, 5 sheet 
smaller, lower priced Thor capacity. The sturdiest Vacuum capacity. Supreme in its field 
Cup washer 


HURLEY MACHINE COMPANY 


Chicago New York 
Largest Makers of Electric Washing Machines Established 1906 


HURLEY MACHINE Co., 


Send the Coupon 22nd St. and 5th Ave., Chicago, III. 


Please send me information on your sales proposition, 


for Special Sales etc., covering your full line of electric washing machines. 
Proposition CORNY aaa anne naan nnen ener 





Address... sonia it nl la at | 
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ad 








The second of this year’s series 
of full-page color advertisements 
illustrated by Norman Rockwell. 
It appears in the Saturday Eve- 
ning Post, April 18th, and Good 
Housekeeping for May. 





This card and the side pieces in 
your window and on your count- 
ers will enable you to profit from 
Norman Rockwell’s popularity 
with the public. Getthem—they’re 
free. 


As much your advertisement 
as if you paid the bill 


“BUT,” you may say, if I paid for 
this Saturday Evening Post adver- 
tisement it would have my name 
on it.” 

What if it had? Only the pros- 
pects actually in your town could 
come to you for their Edison Mazpa 
Lamps. 

As it is, your prospects cannot 
come to us. They look for the 
most convenient place to buy 
their lamps. And that place is 
yourstore. You virtually sign 





the advertising by showing repro- 
ductions of it in your windows and 
on your counters. 


Make the magazine, messages 
yours. Get the store material that 
is prepared for every Edison MAzDA 
Lamp advertisement to be used 
this year. Ask your distributor of 
Edison MaAzpa Lamps for these 
effective displays, or write 
directly to the Edison Lamp 
Works of General Electric 
Company, Harrison, N. J. 


EDISON MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 




















Because Hoover value has 
been proven, The Hoover 
Company has never been 
compelled to offer special 
premiums, nor have its 





dealers been embarrassed 
by dull intervals between 
such offers. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 





















































Electrical Goods 


A Section of 


Hardware Age 


FRANK E. WATTS, Manager A. C. LESCARBOURA, Editor 
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| The prime factor in the permanent success of any mer- 
Wf chandising business is “the customer who comes to buy 
" again.” ‘The sum total of satisfied customers is the mer- 
chant’s greatest asset. It is that which is translated as good will on 
the credit side of his ledger. It is the guarantee of the stability of his 
business. 

















Many elements contribute to making a satisfied customer, but one 
stands out above all others and that is—Quality Goods. All other 
features of service may be of the highest, but unless the commodity 
purchased renders that service rightly expected, “suspicion raises its 
ugly head and confidence sneaks out the back door.” When this 
happens a good customer is lost and there is a crack in the foundation 
of the business structure. 


To no class of merchandise are the foregoing truths more applica- 
ble than to electrical goods, Because of the peculiar service of elec- 
trical devices, it is highly essential that they be of the most dependable 
character. A defective electric iron, no matter how cheerfully or how 
often it is repaired, breeds suspicion in the mind of the customer as 
to its utility and destroys confidence in the man who sells it. The iron 
repaired gratis once or twice absorbs the profit, and the merchant has 
lost money as well as suffered th 











a satisfied customer. 





Let the merchant look well to the quality of the electrical goods he 
handles as well as the reputation of the manufacturer back of the 
goods, and he need have no fear either as to the service to customers 
or profits accruing from the sale of this highly desirable class of 
merchandise. 
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The Edison Lighting Institute 


To Advance the Art and Practice of Lighting and to Show You 
How to Sell the Idea of Modern Illumination, Is the 


F you were merely selling electric 
lamps and fixtures as so much 
glass and metal, there would be no 

reason for the inauguration of the Edi- 
son Lighting In- 


Purpose of This Institution 


inspiration and invaluable facts which 
must enable them to increase im- 
measurably the value of their efforts. 

That, in brief, is the story of the 





illumination. Here is shown the lamp 
as Edison invented it in 1879. Then, 
in sequence, are arranged lamps in- 
corporating new discoveries in ma- 

terial and im- 





stitute. But—and 
here is something 
for you to bear in 
mind now and in 
the future — you 
are selling some- 
thing far more im- 
portant than the 
electric lamp or 
fixture or shade 
which passes over 
the counter: you 
are selling light. 
Hence you must 
be interested in 
the Edison Light- 
ing Institute, lo- 
cated in the plant 
of the Edison 
Lamp Works of 
the General Elec- 
tric Company at 
Harrison, N. J. 
The purpose of 
this institute, 
which was inau- 
gurated on Febru- 
ary 12th last, is to 
advance the art 
and practice of 
lighting. In this 
capacity it will 
function as the ex- 
perimental: labora- 
tory, demonstra- 
tion room, school 
of merchandising 
practice, and show 
window of the in- 
dustry. It is a 
laboratory of the 
use of light—a 
laboratory that be- 
gins where the re- 
search laboratories 








General view of the auditorium of the Edison Lighting Institute, with the show 
windows and stage in the left background, and the model rooms at the right 





Reception room with the exhibit of incandescent lamps of the past and present on 
the panelled walls, and the model store show window and entrance in the background 


provements in 
methods of con- 
struction, finally 
culminating in the 
highly efficient in- 
candescent lamp 
of today. Here, 
too, is shown 
every type and 
size of incandes- 
cent lamp used in 
home, commercial 
and industrial 
service, from the 
30,000-watt lamp, 
the largest in the 
world, down to 
the tiny “grain of 
wheat” lamp used 
in surgical work. 

Now let us pass 
on to the auditor- 


ium. Here is a 
spacious room s0 
arranged and 
equipped that 
complete demon- 
strations can be 


made on any sub- 
ject pertaining to 
general lighting. 
Special facilities 
are provided for 
demonstrat- 
ing (1), the three 
principal methods 
employed in com- 
mercial lighting, 
namely, direct, 
semi-indirect, and 
totally indirect; 
(2) effects that 
can be produced 
by color, distribu- 
tion, intensity, di- 
rection and mo- 





leave off. Its edu- 
cational uses are 
unlimited, for it is a complete visuali- 
zation of the encyclopedia of lighting. 
It concentrates and makes concrete the 
best of modern lighting practices. It 
serves as a bureau of standards for 
test and demonstration. And it gives 
the manufacturer, the distributor, the 
service engineer and the retailer both 


Edison Lighting Institute. And until 
such time as you can visit this remark- 
able institute, let us take you through 
by means of the following impressions. 

First, we step into the reception 
room of the institute, where we find 
an exhibit of lamps used at different 
periods in the progress of electrical 


tion in window 

lighting; (3) modern methods of stage 
lighting with disappearing footlights, 
overhead lights, spotlights and color 
lights; (4) high intensity illumination 
from above the skylight for lighting 
commercial or permanent art galleries. 
The various kinds of lighting are 
controlled by an elaborate switch cabi- 














net on the lecture platform, as the 
lecturer comes to each case in point. 
Not only the lighting but numerous 
curtains and shutters are controlled 
from the switch cabinet. 

Then there is a model store, com- 
plete in every detail, wherein are 
shown the advantages and the disad- 
vantages of poor lighting in the sale 
of merchandise; the proper methods 
of lighting a store interior, show cases, 
display material, etc., and a. demon- 
stration of how the appearance of a 
store may be changed by the use of 
high level illumination. 

From another position an exterior 
view of the store is shown and a 
demonstration given of the effects of 
various intensities of illumination; the 
use of color lights, spot lights, and 
any number of 





Model living room with illumination furnished by wall fixtures and lamps 
so as to produce a subdued, harmonious atmosphere 








combinations of 
s h 0 w - window 
lighting systems. 

As for home 
lighting, f ive 
model rooms — a 
living room, bed- 
room, dining 
room, kitchen and 
bathroom — have 
been furnished to 
demonstrate 
a great variety of 
methods and types 
of lighting that 
may be employed 
to make the home 
comfortable and 
attractive. T he 
use of elexit plates 
on all _ outlets 
other than the 
conventional elec- 
trical outlets, has 
made it possible to 





Model bedroom with localized illumination very much in 
the @esthetic with the practical 


show alternate 
solutions to each 
lighting problem 
in a practical and 
effective way. 
Thus all lghting 
fixtures may be 
readily removed or 
interchanged, so 
that bad lighting 
as well as good 
lighting may be 
demonstrated. 
Then there is 
t h e concentrated 
filaments lam p 
room, which is de- 
voted to applica- 
tions of miniature 
and concentrated 
filament lamps. 
Here we find the 
different types of 


evidence, cgmbining automobile head- 


light beams, the 











Dtrect lighting for the table and soft indirect lighting for general illumination 











effect of glare-re- 
ducing devices on these beams, control 
of light by special shaped reflectors, 
the effect of lamp. filament design, and 
so on. Flood lighting projectors, mo- 
tion picture projection lamps, motor 
bus lighting, flashlamps and other in- 
teresting applications are shown. 

Passing on to the industrial light- 
ing room, we find a demonstration of 
five different types of industrial light- 
ing, showing the effects of intensity, 
distribution, diffusion, glare and the 
effects on intensity of various colored 
walls and ceilings. Trap doors in the 
ceiling of this room permit of placing 
different types of reflectors on the 
powerful incandescent bulbs. 

The walls are made up of movable 
panels, so that while the lecturer is 
discussing the question of walls and 
their effect on illumination, the wall 


(Continued on page 57) 
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story of the merchandising of 

small wares by the electrical 
trade it might be well to take a hasty 
survey of the “trade” as we interpret 
it today, and contrast it with our 
knowledge of conditions, say, five years 
or so back. 

It used to be pretty easy to define 
the “regular electrical trade.” It was 
a sort of body of manufacturers en- 
tirely surrounded by electrical dealers, 
contractors, combinations of the two, 
then called “contractor-dealers”—now 
struggling under the sobriquet Elec- 


any attempting to tell the 








“Then there was the bugaboo... ‘free 

incandescent lamp renewals’”’...sup- 

plied by electric light companies. Pic- 

ture the dealer trying to sell lamps 
in those chaotic days! 


tragists, the regular wholesalers, and 
the lighting and power companies. 


When the Jobber Held the Bag 


There was the electrical wholesaler, 
or supply jobber, through whose ware- 
rooms passed the manufactured prod- 
ucts to the before-mentioned outlets. 
Little business was done direct from 
manufacturer to retailer, for many 
reasons, chief among which was that 
of credit. As in many other lines of 
business, both yesterday and today, the 
jobber carried the bag and was, to a 
great extent, responsible for the making 
or breaking of the dealer. Of course, 
there was the old story of large orders 
from the power companies or big con- 
tractors going direct to the manufac- 
turer—this was one of the “ills” of 
the industry which trade organizations 
and public spirited individuals early 
set about changing. 

Taken by and large, it was a nice 
“tight” little industrial family, as in- 
dustries go. But it suffered from not 
only the ills peculiar to the produc- 
tion and sale of merchandise, but from 
handicaps such as mentioned above, 
due in considerable degree to the re- 
lationship of contracting with mer- 
chandising. 

It is not straining a point to say 
that while there were very few out- 
and-out retailers (there were up to, 
say, 1918, many “contractor-dealers’”’), 
there were even fewer fit to be called 
merchandisers. The retail electrical 
trade sort of grew, Topsy-like, willy- 
nilly, and it is still in process of evolu- 
tion. 


Evolution of Elec- 
trical Selling 


By Ror B. 


For the most part there was no such 
thing as a simon-pure electrical re- 
tailer. Or, if there was, it didn’t take 
him long to learn that there was a 
scant living in handling only electrical 
merchandise; and he either broadened 
his activities by the addition of other 
lines, or he concentrated on the larger 
electrical household devices—that, or 
he got out of the game. 


What the Contractor Dealer Learned 
About Merchandising 


If he was a contractor-dealer, which 
means ten to one he came up out of 
the ranks of the wiremen, it may have 
taken some time for him to ascertain 
which end of his business was losing 
money, the “contracting” or the “deal- 
ing”; but sooner or later the jobber 
or the manufacturer slapped a plaster 
on his business, and he forsook one 
or the other branch of it. Instances 
where both ends of such businesses 
were made to pay a profit were—and 
still are—rare. 

It was a pretty unhappy and dis- 
contented family for a while, back there 
during the closing period of the war. 
Mr. Dealer was learning the rudiments 
of “overhead,” “turnover” and what- 
not, while trying to persuade the manu- 
facturer and wholesaler that his margin 
was insufficient and while trying to 
convince the lighting companies— 
those, at least, which laid claim to 
“merchandising” —that the giving away 
of current-using devices might build 
nice “loads” on their lines, but it put 
awful loads on his, the dealer’s, busi- 
ness. 

Then there was that bugaboo—not 
altogether imaginary, either—of “free 
incandescent lamp renewals,” which 
meant that while he, Mr. Dealer, might 
have an agency for lamps, and might 
want ever so much to sell them, his 
trade preferred to drop in at the light- 
ing company’s offices and have the old 
bulbs exchanged free for new ones. 
This was another early “ill” of the 
industry which precipitated consider- 
able agitation. 

Also, in those days, if he sold elec- 
trical heating appliances—and there 
wasn’t much else in the way of mer- 
chandise for him to sell, outside of 
fixtures—Mr. Dealer ran foul of the 
problem of servicing them. 

In most lines of business, when you 


WooLLEy 


sell an article you are through with 
it, referring, of course, to staple mer- 
chandise. But when Mr. Dealer sold 
an iron, or a toaster, or percolator, 
the purchaser might be “on his neck” 
a few days later with fire in her eye 
and the appliance in her fist, de- 
manding her money back or an ad- 
justment. “It’s burned out a’ready,” 
was common complaint, until manufac- 
turers finally triumphed in the perfec- 
tion of standard heating units that 
stood up under average service, and 
until dealers screwed up _ sufficient 
courage to investigate and make sure 
it wasn’t just the heating element be- 
fore refunding money. It might be 
cord, switch, voltage trouble, or one 
of many things—but to the purchaser 
it was usually “burned out.” 


The Difference Between Staples and 
Specialties 

There has always been a question 
in the electrical retailer’s mind between 
merchandise that is bought and that 
which must be sold; in other words, 
between staples and specialties. Even 
today it must be remembered there are 
few electrical staples. In point of turn- 
over and unit sales the electrical items 
that may be classed as staples are (1) 
standard light “bulbs” and (2) flash- 
light accessories. These are things 
that people “consume” and must be re- 
placed. They are the “collars and 
ties” of the electrical merchandiser. 
They are about the only electrical 
things that people do not think of 
buying until they are needed badly; 
then they are wanted in a hurry and 
are bought of the nearest dealer. 

Such things as fuses, so essential to 
modern housekeeping, two-way plugs, 
switches, “convenience-outlets,” small 





Snapshot of a customer on his way to 

pay the dealer a “friendly” visit, after 

his newly-bought iron had just burnt 

out, back in the early days of electrical 
heating devices 

















How the Electrical Industry, Through 
Lessons of the Past, Is Solving the Problem 
of Merchandising Its Products by Han- 
dling Them Through New Retail Outlets 


portable lamps and so on, were not 
actively merchandised until quite re- 
cently—in fact, I believe until the sale 
of electrical wares got beyond the 
limits of the “straight electrical trade” 
above referred to. 

These brief sidelights show a condi- 
tion which discouraged, rather than 
encouraged, retail expansion. With 
more and more manufacturers entering 
the field, more and more products find- 
ing their way into the market, as the 
public became wiser electrically, the 
battle was to find new and better trade 
outlets. And the battle has by no 
means ended. You couldn’t interest 
the department or hardware store or 
the druggist in electrical goods. A 
few stocked irons, flashlights and some 
fixtures, but the majority laid off, 
claiming that there was _ insufficient 
margin to warrant sales pioneering 
work and that people were not suffi- 
ciently educated to warrant such mer- 
chandising effort. 


Back in the Age of Doubt 


This was summed up by a friend, old 
in the electrical “game,” about this 
way: “We don’t have to go back many 
years to the time when the sale of our 
merchandise was carried on chiefly 
through the electrical dealer, including 
the lighting companies that had retail 
departments. There were few honest-to- 
goodness merchandisers. In those days 
nearly every appliance was looked upon 
with doubt, and often with positive dis- 
trust, by the public. Aside from a 
very few appliances, everything was 
a ‘specialty,’ and many of them were 
novelties to the man or woman on the 
street. Electricity was something that 
could ‘shock’ you, no matter how or 
when used. Fires which were of un- 
known origin were invariably started 





“If he was a contractor-dealer, it may 

have taken him some time to ascertain 

which end of the business was losing 

money, the ‘contracting’ or the ‘deal- 
ing,’ and when he did...!” 


from ‘crossed wires.’ There were no 
‘standards’ of quality or price. 

“No need to go into the education 
of our men and women folk. Suffice to 
say we are becoming an electrical na- 
tion. Today we can put in a new lamp 
bulb, and even replace a _ plug-fuse, 
without expecting a sudden and terrible 
termination of our earthly career. And 
this education has been among the trade 
as well as consumer classes. Growth 
is dependent upon education in busi- 
ness. And advertising has been the 
big factor in this education—particu- 
larly the broad but effective kind which 
makes one woman say to another, ‘They 
say it can be done better electrically.’ 
Printed or spoken publicity, or what- 
ever you call it, has made more folks 
think in terms of what electricity will 
do and save. In short, we are ‘staple- 
izing’ our business because we are 
stabilizing it. We are making elec- 
trical things accepted as we accept food 
products and other staple things of life. 
It will be long before we reach our 
Utopia, but we are on a clear track, 
and with sufficient outlets and con- 
tinued improvement in manufacturing 
we will eventually get there.” 


When Dealer-Helps Were a Misnomer 


Manufacturers of electrical products 
also had a great deal to learn. Of 
what avail to advertise their wares if 
the great majority of prospects knew 
not where to find them? Of what 
avail to dress up the article and the 
wrappings, brighten up the packages, 
if the only counters or windows in 
which they would be displayed were 
in a back-street store into which few 
purchasers ever entered? No wonder 
“dealer-helps’ were, aside from those 
prepared by a very few nationally- 
known companies, of the poorest 
variety—anything but helps, in fact. 

But how well they have learned their 
lessons may be drawn from the figures 
showing the great increase in all lines 
of electrical manufacturing, as well as 
in the number of retail outlets and the 
variety of articles produced. 

There were in the days above re- 
ferred to such things as two-way plugs, 
or sockets, fuse-plugs, switches, bell- 
ringing transformers, portable lamps 
and the like. But for the most part 
they were “contracting” items. The 
straight electrical retailer made little 


or no effort to stock them. They were 
seldom, if ever, advertised to the con- 
sumer, and the manufacturer made no 
effort to package them attractively, 
and label them intelligently. 

The “idea” of such material had not 
been sold to the public. And it re- 
mained for what my friend called 
printed or spoken advertising to do 
the job; or start it. 

The Beginnings of Real 
Merchandising 


One of the first real efforts to im- 
prove the merchandising of such goods 


Electrical 





“Thus, somewhat like the snowball, re- 
tailing expanded and developed beyond 
the limited activities of the ‘straight 
electrical trade’ ”’ 
was that made by the General Electric 
Company, as told in Printers’ Ink 
Monthly for June, 1923. This article 
pointed out how electrical dealers had 
been handicapped in making attractive 
displays because the nature of their 
goods seemed to make it practically im- 
possible to show the wares effectively. 
Goods packed in plain containers do 
not lend themselves to advantageous 
showing. “Moreover” (the article 
went on) “formerly there seemed no 
way of conveying to the eye of the 
shopper a proper idea of the use to 
which the article was to be put. Even 
if the article were removed from its 
box and displayed, in many cases the 
general public was not aware of its 
advantages over old-fashioned  ap- 
pliances.” 

This is why so many of the smaller 
wares shown in stores today were, 
years ago, relegated to the “supply” 
counter, “‘back-shop.” 

The General Electric and Westing- 
house Companies were among the 
first to encourage new dealers to take 
on and display such things as door-bell- 
ringers, “quad receptacles,” buzzers, 
and the like, while encouraging old 
dealers to dig these devices out of the 
dusty “supply” shelves and shove them 
up front as merchandise. In short, by 
dressing up the labels, making them 
tell a story, and brightening the pack- 
age, they encouraged a wider display 


‘of the goods, thus getting the idea of 


the purposes and uses over to more 

people. And most dealers keep a 

weather eye open for their competitors. 
(Continued on page 57) 
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Electrical Heating Appliances Are Profitable 


Merchandise 


Put Up in Attractive Boxes, Completely Wired and Ready to Be 
Plugged into the Ubiquitous Electric Outlet, and Backed by 


Extensive 


National Advertising, 


They Need Only 


Proper Display to Sell Themselves 


HERE’S a big merchandising 

opportunity in electrical heating 

appliances; indeed, many dealers 
at the present time are finding it 
highly profitable to add electrical heat- 
ing appliances to their regular stock. 
Department stores for years have 
found an increasing sale for electrical 
heating appliances either in connection 
with other electrical goods or as in- 
dividual offerings. 

The popular selling articles in the 
electrical heating appliance line are 
flat irons, radiators or heaters, toast- 
ers, heating pads, curling irons, and 
percolators. The order of sale is 
about as given here. Other electric 
heating appliances, which are enumer- 
ated in the accompanying table of 
operating costs, should also be carried 
in stock if the dealer desires a com- 
plete line of merchandise. 

If the store or electrical department 
has a source of supply that is handy, 
and it is a moderately small store or 
department, it is good policy to stock 
a dozen irons, a half-dozen radiators 
or heaters, and twos and threes of the 
other articles with the exception of 
the electric curling irons, which, being 
small and inexpensive, might as well 








Buyers of Electrical Heating De- 
viccs Want to Know the Cost 


of Operation. Tell 
Them* 
watts 
Chafing Dish 500 5c. an hour 


Curling tron 15 15/100c. an hour 
Disc Stove 660 66/10c. an hour 
Fireless Cooker 660 Dinner 4c. 
Grill 660 Cereal & Bacon 
for two—3c. 
Hair Dryer 660 66/10c. an hour 
Heating Pad 60 6/10c. an hour 
Hot Plate 660 66/10c. an hour 
immersion Heater 350 15/100c. for 4 min. 
iron 3 Ib. 330 33/10c. an hour 
Iron 6 Ib. 660 6 6/10c. an hour, 
full use 
Milk Warmer 450 3 cups Water %4c. 


Percolator 

Pressure Cooker 
Radiant Heater 
Table Stove 660 


450 6 cups ioc. 
5c. a meal 
1Yoc. each 14 hour 
3Yoc. a half hour 


Teapot 450 10 minutes for %c. 
Toaster 550 75 minutes for ic. 
Waffle Iron 660 3’oc. a Yo hour 


Water Cup & 
Egg Boiler 450 4c. an hour 





*The operating costs given in the above 
list are based on an electric current rate 
of 10 cents per kilowatt hour. Where 
higher or lower rates obtain, the operating 
costs should be changed accordingly. 








be stocked to the extent of a dozen. 
If, on the other hand, the supply must 
come to the store or department by 
express—which takes time and, only 
too often, means the loss of sales—it 


is wiser to stock twenty-four irons and 
double the quantity of other articles. 

Electrical heating appliances should 
be displayed in a silent salesman show- 
case at the front of the store in order 
that the clientéle may know that these 
goods are carried in stock. This is 
especially true when an electrical de- 
partment has just been established and 
the fact isn’t generally known. 

By the same token, it is likewise good 
policy to have window displays of elec- 
trical heating devices in order to make 
known the fact that this particular 
store carries electrical goods. The 
general rules of window dressing apply 
to electrical heating devices. However, 
it is well to tie up with some of the 
national advertising of the electrical 
manufacturers. If the line of mer- 
chandise to be displayed is being ad- 
vertised in magazines, particularly if 
the advertisements are appearing in 
colors, one or more copies of the adver- 
tising matter should be conspicuously 
featured in the window display so as 
to tie up the merchandise with the ad- 
vertising campaign. 

Dealers only too often fail to take 
advantage of the manufacturer’s ad- 
vertising campaign. Yet the aim of the 
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In this neatly arranged electrical goods department the electric heating appliances are displayed in showcases and also 
in the display cabinet in the background. The electric heating appliances serve to round out the electrical department 





























manufacturer is to create a ready 
demand for the product. That means 
lowered sales resistance, which, in 
turn, means better merchandising op- 
portunities. Hence the dealer who ties 
up his merchandise display with a 
national advertising campaign is bound 
to derive the benefits intended for him. 

Let us see how this thing works out. 
We have the man and wife who read 
an electrical advertisement in a popu- 
lar magazine and decide that they must 
have that heater or toaster or heating 
pad. The desire has been created. As 
likely as not the man says to his wife, 
“T’ll look into that matter on my way 
to the office.” Here, then, is a po- 
tential customer who need merely be 
brought face to face with the mer- 
chandise to consummate a sale. 

Well, our man leaves his home in 
the morning and travels to his office. 
The newspaper, conversation with ac- 
quaintances and friends on the train 
or car, and other distractions cause 
him to forget the matter in question by 
the time he reaches the office. Pos- 
sibly he has passed five stores that 
carry the very article, but there has 
been nothing displayed by those stores 
to flash the necessary reminder to his 
mind. At noon, our man strolls out 
of the restaurant for a little walk 
during the course of which he comes 
across a window display of the elec- 
trical goods in which he is interested, 
together with a copy of the very ad- 
vertisement he discussed with his wife. 
It goes almost without saying that our 
potential customer, having found the 








A wide range of electrical heating appliances is represented in this window 


display. 


play that much less attractive and certainly less effective. 


However, the absence of any descriptive material makes the dis- 


Small signs, 


naming each item and stating its operating cost, would greatly aid 








very goods sought, enters the store and 
makes the purchase. 

All of which may sound like mere 
fantasy. But let us talk cases. We 
have two dealers located within a half 
block of each other in New York City, 
one on the main cross street and the 
other on an avenue which is not as 
popular a thoroughfare as the cross 
street. Now both these dealers placed 
in their windows at the same time 
practically the same class of merchan- 
dise. The dealer in the poorer location 
also placed in his window a display 








Whenever possible the merchant should tie up his window display with the 
advertising campaign of the manufacturer. 








Here is a typical instance of 


this excellent practice: The display of electric irons is tied up with the elec- 
tric iron advertisement appearing in a well-known national weekly 





card furnished by the electrical manu- 
facturer, together with the advertise- 
ment in color of the very merchandise 
then appearing in a popular national 
magazine. During the week that both 
displays were in the windows, the 
dealer in the poorer location did eight 
times the volume of business of the 
other dealer. Yet the only difference 
between the two displays was that one 
dealer had a copy of the advertisement 
which tied in with the merchandise, 
while the other dealer let the merchan- 
dise ride alone. The passers-by had 
seen the advertisement but failed to tie 
it up with the merchandise in the win- 
dow of the latter dealer on the main 
cross street. 

Electrical heating appliances are no 
longer, complicated, fussy, troublesome 
pieces of electrical apparatus. They 
have been reduced to simple merchan- 
dise, put up in boxes and ready to be 
plugged into the electric outlet for use 
anywhere and by. anyone. No knowl- 
edge of electricity is necessary. Elec- 
tric current supply in any locality is 
virtually uniform, so that the electrical 
heating appliance has a universal ap- 
plication. The dealer need have no 
fear of handling electrical heating ap- 
pliances, provided he handles the mer- 
chandise produced by reliable concerns. 

One important point to remember in 
selling electrical heating appliances: 
The public wants to know the oper- 
ating cost as well as the purchase 
price. So why not write on the price 
tags the cost per hour for current used 
by a given electrical heating appliance? 
In window displays, too, the cost per 
hour should be featured. With electric 
current selling at lower rates than ever 
before, the low cost of operation is one 
of your strongest sales points. 
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Wiring and Lighting for the Home— 
The Dining-Room 


Second of a Series of Articles Discussing the Requirements of 
Modern Lighting from the Standpoints of Eye Comfort 


FENHE problem of lighting for the 
dining-room is very definite and 
clear-cut. If we visualize a din- 

ing table around which the diners are 

gathered, it is not difficult to determine 
the lighting requirements. The top of 
the table should be the most highly 
illuminated area in the room, and it is 
best that it be the brightest area. The 
foregoing sentence may appear redun- 
dant, but it is not. The table-top may 
be the most highly illuminated area in 
the room, but if it has a dark covering 
or if the darkly stained wood is bar- 
ren of a coverlet, it may not be as 
bright as the white ceiling. A rela- 
tively bright table has been thoroughly 
proved by experiment to be the most 
desirable condition. It becomes the 
dominant note in the setting, as it 
should be; and, therefore, the atten- 
tion of the diners is centered upon this 
area and themselves. Such a lighting- 
effect should be accomplished without 
causing discomfort to the diners, and 
this is achieved by proper shades on a 


and the Artistic 
By M. LuckiEsH 


suitable type of fixture which is hung 
at the correct height. 

Lighting the table predominantly 
and leaving the diners and the re- 
mainder of the room in suppressed 
diffused light may be accomplished by 
means of various types of fixtures. 
However, in any case a component of 
direct light should be emitted down- 
ward and controlled so that it barely 
covers the table as indicated in one of 
our sketches. The eyes of adult diners 
are on a level about fifteen inches 
above the top of the table, and ap- 
proximately vertically above the edge 
of the table. Therefore, in our sketch 
it is seen that considerable leeway is 
available for the boundary of the 
component of direct light. 

Most of us are familiar with the 
“old fashioned” dome or large shade 
which hung over the dining table. 
This type of unit embodied the best 
lighting principle for the dining-room, 
and the fact that other types of fix- 
tures containing principles radically 





different from this were introduced is 
sufficient evidence that lighting prin- 
ciples are not generally appreciated or 
understood. It is obvious that this old 
dome was often poorly designed from 
both artistic and lighting viewpoints. 
Often it was hideous. When it was too 
shallow it had to be hung very low in 
order to screen the light-sources from 
the diners’ eyes. It will be noted in 
our sketch that the narrower the lower 
aperture of the shade, the higher the 
dome can be hung without revealing 
the bright light-source to the eyes of 
the diners. 

Very well designed and attractive 
glass domes are now available at a 
moderate price. In fact, such fixtures 
are supplied in packages for con- 
venient merchandising. Of course, the 
shade may be of parchment or textile, 
but for the average home the glass 
dome is most satisfactory. It is dur- 
able, cleanable, and diffuses the light. 

Pendant domes for the dining-room 
are beginning to be made with smaller 
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[ Buzzer Push Button S$? 3-way Switch 


Left: Candelabra and dome combined. 
Central dome of diffusing glass di- 
rectly illuminates table, and_ the 
shaded electric candles are decora- 
tive. Above: Wiring diagram for a 
dining room and breakfast nook 


























19 —= 


























Illustrating the fundamental principle 

of proper lighting for the dining table 

by means of a pendant dome. The eyes 

of diners are in soft shadow, while 

table-top is bathed in light directly 
from source 





apertures so that they may be hung 
higher than the regular dome shown in 
our first sketch. The latter can be 
hung as high as 24 inches above the 
table-top if it has a _ single light- 
source installed well up in it. In such 
a simple fixture a 75 or 100-watt lamp 
is usually satisfactory. 

Another type of satisfactory fixture 
is the so-called “shower,” with a num- 
ber of deep shades of diffusing glass 
as illustrated in our second sketch. 
The aperture of each shade being quite 
small, this fixture can be hung so that 
there is a clearance of 30 inches be- 
tween the shades and the table-top. 
Each one of these shades is a minia- 
ture “dome,” and we must take into 
account the component of direct light 
from each of them. It is seen in our 
sketch that the diners’ eyes may still 
be in comfortable shadow if the fixture 
is hung at the proper height and is 
equipped with suitable shades. The 
size of the lamps to be used depends 
upon the number of shades and their 
density. The best size of lamp varies 
from 25 to 50-watts. 

These two fixtures embody correct 
lighting-principles for the dining-room. 
Various other fixtures can be devised 
which are based upon the same funda- 
mental principle of a dominant com- 
ponent of direct light. 

The “candle-fixture” 
designed, manufactured, displayed, 
sold, and used without shades. From 
the viewpoint of eye-comfort this prac- 
tice is deplorable, for the bulbs, even 
when frosted, are too bright for com- 
fort. Those involved in this industry 
from the designing to the use of fix- 
tures often do not seem to realize that 
the candle-flame was so feeble and of 
such low brightness that it was harm- 
less to the eye. . This is not true of 
modern light-sources; and that is why 
they should be shaded. Furthermore, 


is commonly 


if shades are employed, an ordinary 
lamp may be used instead of the less 
satisfactory round bulb. 

In our third sketch such a fixture is 
illustrated with and without shades. 
In the latter case the light is emitted 
in all directions including that toward 
the :diners’ eyes. Furthermore, the 
ceiling receives more light than the 
table-top, so that the lighting-effect is 
far from the best. When shades are 
placed over the lamps, there is a ten- 


dency to confine the direct light to up- 


ward and downward components. 
However, even then it is usually 
difficult to screen the lamps from the 
eyes of the diners, as is seen in the 
illustration. The size of the lamps to 
be used on a “candle-fixture” depends 
upon the number of sockets and the 
character of the shades. Usually 25 
to 40-watt lamps are satisfactory. 

Certain small portables add much to 
the attractiveness of the lighting. 
For example, two “electric-candles” 
equipped with shades and 10 or 15- 
watt lamps are useful and decorative 
on the buffet.. Such portables are also 
of interest on the table, although gen- 
erally more or less of a nuisance from 
the viewpoint of eye-comfort. 

On the facing page a typical wir- 
ing diagram is presented. The ceiling 
fixture is controlled by a 3-way switch 
at the main entrance and by another 
at the entrance leading from the 
kitchen. There is some advantage in 
having the latter switch in the kitchen 
if it is adjacent to the dining-room or, 
in this case, in the breakfast-room as 
indicated. Providing an_ electrical 
outlet for connecting electrical appli- 
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Illustrating that the “candle fixture,” 

unequipped with shades, emits light in 

all directions even into, the diners 

eyes. Shades improve the_ situation, 

but even then the lighting effect is not 
of the best 
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The shades of a shower are each the 

equivalent of a small pendant dome. 

The direct light should be confined to 

the table-top and thus kept out of the 
eyes of the diners 
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ances on. the dining table always pre- 
sents difficulty. In this case such an 
outlet is installed in the floor under 
the table. The table may be so wired 
that an extension reaches to the edge 
near the place occupied by the house- 
wife or hostess. This extension may 
end in a double or triple outlet so that 
more than one appliance may be con- 
nected at one time. A buzzer is also 
installed under the table. A duplex 
electrical outlet is indicated about 36 
inches above the floor on each side of 
the buffet. Such an outlet is con- 
venient for appliances, electric candles, 
etc. Another electrical outlet is shown. 
The number and location of such out- 
lets depend upon the equipment in 
the dining-room and upon the pocket- 
book; but the cost’ of these outlets is 
small in proportion to their service. 

In our wiring plan a breakfast-room 
is shown between the dining-room and 
kitchen.. A fixture over the breakfast 
table is controlled by means of a 
wall switch. This fixture can be of 
any simple diffusing or shaded type 
hung rather high. It also provides 
illumination for the cupboard. An elec- 
trical outlet is skown in the wall under 
the window whose sill is high enough 
so that the outlet may be slightly 
more than 30 inches above floor. 

All electrical outlets should be of the 
duplex type. 

Wall-brackets can serve no satisfac- 
tory lighting purpose in the dining- 
room, for they cannot. shed light 
dominantly upon the table. Further- 
more, they are in the field of view of 
the diners and cause discomfort if 
they are bright. If*they are desired 
for decorative purposes, they should be 
equipped with dense shades and the 
smallest lamps available, such as the 
10-watt. 
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Simplicity—this set has but two tuning controls charted for different stations. 
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Tone—excellent. 


Appearance— 
well, judge for yourself. Loop inside cabinet replaces antenna and ground. All dry batteries inside cabinet 








\ | HAT a difference a few years 
makes! Back in nineteen 
twenty-one and twenty-two, it 
took almost a full fledged radio engi- 
neer to operate a radio set such as was 
being manufactured in those days, and 
because of this, it was absolutely 
necessary for every merchant having a 
radio department in his store to em- 
ploy a radio technician so that the dials 
and knobs and _ switches could be 
properly explained to the prospective 
customer. 

Today it’s practically all changed 
around, and while there are still some 
citizens who know so little about radio 
that they have to be shown every de- 
tail in the operation of a set, this job 
has been reduced to a minimum because 
of the great tuning simplicity that has 
been worked out by a majority of the 
radio set manufacturers. 

Just to prove the fact, look up some 
of the catalogs of a few years ago 
showing the “styles” in radio sets, and 
see if you don’t get dizzy when you 
start counting all those knobs, and 
dials, and switches, and binding-posts, 
and taps all over the panel—not to say 
anything about the maze of things you 
saw when you opened the lid and looked 


inside. No wonder the customer was 
flabbergasted and had to have the ad- 
vice and help of a well versed radio 
man before a set could be explained 
intelligently enough to make the cus- 
tomer want to try it. 

Now look at what the market Offers 
today in the way of good sets. They 
are so simple—most of them—that any 
good salesman with a little training 
can successfully sell them—and some 
of the salesgirls are rapidly learning 
how to do it too, and making a good 
job of it. 

Sets of today look simple and they 
are simple—at least in the operation 
of tuning, and that’s reaily all that 
matters because the more you can warn 
your customer to leave things inside 
the cabinet alone, the better it will be 
for everyone concerned. Three dials 
are the limit on all neutrodyne and 
radio freqvency jobs, and most all 
others have two dials with the excep- 
tion of the better reflex sets which 
have worked it out on an ideal one dial 
basis. And only last week some in- 
ventive genius applied for a patent on 
a “dial-less” set to be operated simply 
with a switch attached to a tiny toy 
motor which, through a series of wheels 


and cogs, turns the tuning apparatus 
automatically and brings in the sta- 
tions by a slight manipulation of the 
switch. 

Just think of the great advancements 
which have been made in this one 
phase of the simplification of tuning 
alone and you'll get some ideas as to 
why the public can ve m«ch easier 
sold today than it <oui¢ be a couple 
of years ago. 

That’s why you needn’t hesitate any 
longer about handling some of the 
better sets that the market has to offer. 
The very simplicity of operation will 
help you to increase your sales. But 
this isn’t all. 

Tonal qualities of sets have been 
given great care in the laboratory, and 
most of the standard jobs of today are 
almost faultless in true reproduction 
of voice and instrument. There was 
a time when it was thought that the 
loud speaker alone was responsible for 
the various notes—both good and bad 
—that came forth, but radio engineers 
have proved that the construction of 
the set has most to do with it; and, 
while you have no control over the 
manufacture of the sets, it again is to 
your advantage to place your reliance 
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Multiplicity of controls; 


Then: 
tricky circuits; extreme sensitiv- 
ity and long range with unstable 
conditions and distorted music 
and speech; poor quality repro- 
duction, as a rule 











on the better made sets so that your 
customers can be guaranteed absolute 
tonal perfection, which is another one 
of the features that is expected when 
you make a sale of a set today. 
Appearance—well, from your ex- 
perience up to date you can see how 
the demand has gradually changed 
from the plain wooden box of yesterday 
to the consoles, cabinets and various 
other kinds of containers calling for 
the highest type of furniture craft and 
workmanship of today. People are 
demanding their radio sets so encased 


as to harmonize with home surround- 
ings, and the manufacturers are pro- 
ducing them. 

In talking about distance, there is 
some chance here for a difference of 
opinion. What is considered “getting 
distance” by some people might be only 
medium locals to other folks. Every 
set of two tubes or more claims “long 
distance receiving on loud speaker,” 
but it’s another thing to make them 
function just that way. Most every 
standard set will bring in some of the 
so-called distant stations and some will 
do it with a little more regularity than 
others. Again, some will reach a little 
farther and some will reach out better 
in one location than in another, or in 
one direction better than another. So 
this distance feature is one that must 
be carefully and tactfully handled in 
your sales effort. Another reason why 
you'll find it safe to handle good sets 
is that they will bring in moderately 
distant programs under most condi- 
tions. Reliable makers will help you 
make good on this demanded feature. 

Taking it all in all, you’ve got a 
much easier chance today of selling 
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Now: Simplicity of control; stable 

circuits; long range without 

trickiness; self-contained  bat- 
teries; sweet tone 

wail 


some of the better made sets than you 
had before, and there is no reason why 
you shouldn’t go after this “better set” 
business at once. Your customers 
want simplicity—you can give it to 
them. They want good tone—you can 
give it to them. They want appear- 
ance—you can give it to them. They 
want distance—you can give it to them. 
And if you can’t give it to them, but 
would like to, let us know the require- 
ments and we'll help you get what 
your customer wants—we like to serve 
and we are always ready to help you. 




















Radio receiving sets became standard merchandise when they outgrew the radio and laboratory stage and became 
simple, musical, attractive products fit for the library table of the finest living room 






































Tell Them About Your Electrical Department 


F you handle electrical goods in your town let 

people know it. There is no better place to 
start this publicity than right in your own store 
by creating an electrical department. 

Pull out from the nooks and corners all the elec- 
trical devices you have and assemble them in some 
part of your store. It does not make much differ- 
ence in what part of the store it is, but get the 
electrical stock together. Make it the best elec- 
trical department in your town—then tell the folks 
about it. Don’t keep the fact hidden, but let every- 
body know that you have the best department of 
its kind to be found in the city. 

You may not have to employ a traffic cop to con- 
trol the crowds, but after awhile people will just 
naturally gravitate to your store to supply their 
electrical needs. And they will continue to come 
just so long as you sell good merchandise and ren- 
der the service rightfully expected. But what you 
must do first is departmentize—then “tell the 
world.” 


Make It a Radio Summer 


T is true that radio sales may show a decline 
during summer months, but this may be at- 
tributed largely to the many other diversions made 
possible by weather conditions rather than the ef- 
fect of these conditions on radio apparatus. All the 
entertainment which comes to the home through 








Swapping Ideas 
x not this little journal of 


yours in terms of so much paper 

and type and printing. It is more 
than a mere mechanical product; it is a 
monthly meeting place for the man with 
an idea and the man seeking an idea, con- 
ducted through the agency of the printed 
word. Hence we invite you, the man 
with an idea, to come to our monthly 
meeting place in these columns. Tell us 
about that idea, so that we can pass it on 
to others. And you, in turn, will receive 
the ideas of others, through these same 
columns, Indeed, let us swap ideas on 
good, sound merchandising all around, 
for the betterment of each-and every one 
of us, and in order to be of greater ser- 
vice to our public. 


a radio receiver does not stop at its source just be- 
cause we come into a different season of the year. 

As a matter of fact the notion that sales of radio 
apparatus cease during the summer months is 
more imaginary than real. One thing is certain— 
sales will stop for the man who thinks they are 
going to stop and as a result discontinues his sales 
effort. 

What radio needs this month and in the months 
immediately following is merchandising effort. The 
dealer has never really had to “sell” radio—people 
have walked into his store and taken it away from 
him. When people stop doing this he is prone to 
think there is no business. But there is business 
to be had by the man who goes after it aggres- 
sively. 

By starting a little work of this kind now the 
dealer can gain some valuable merchandising ex- 
perience which will be useful to him in the future. 
Radio is rapidly approaching the stage where it 
will have to be “sold” rather than “bought.” Real 
merchandising experience is seldom gained when 
demand for a commodity exceeds supply. It is in 
times when sales have to be made that valuable 
experience is gained. 

There’s radio business to be had now—but the 
dealer must go after it. | 


Why Men Leave Home 


HIS is the season when a few years ago men 
left home—or wished they could leave home. 
It is the time of year when a man entered his 
house after a day’s work, then went outside to look 
at the house to make sure he was in the right place. 

The great spring drive was on: woman reigned 
supreme and man shrunk into insignificance: it 
was house cleaning time. 

But a new servant entered the scene of this tur- 
moil and year by year has done more to free man 
from its horrors and lighten the labors of woman- 
kind. No longer is the house upset for weeks, but 
because of the swiftness with which this servant 
does its work the routine of daily life moves on 
serenely. 

The house is cleaned from cellar to attic without 
the old time disturbance; man is seldom conscious 
of the change taking place and pursues the “even 
tenor of:his way.” But to the woman this servant 
has brought freedom from the hardest kind of 
work—house cleaning. And_ this silent, efficient 
servant which has brought freedom is electricity. 
At this particular season electricity not only light- 
ens human labor, but furnishes to the aggressive 
dealer a real opportunity for increased sales of 
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electrical servants in the house—the suction clean- 
er, the electric washer and ironer all have an es- 
pecially strong appeal for spring cleaning. Why 
not capitalize on the opportunity to increase busi- 
ness? 


The “Why” of the Price Tag 


IGH class millinery and jewelry establish- 

ments do not use price tags in their window 

displays. Wealthy customers care little about the 
price if they really want the article. 

But in selling electrical merchandise, it is quite 
different. The general run of trade is interested 
in the price as much as the article itself. The pur- 
chasing ability of the average consumer is limited. 
Time was when the merchant placed articles in his 
window without price tags, in the firm belief that 
the prospective customer would walk into the store 
to ask the price, and thereby give the salesman a 
chance to “work on him.” But that is a fallacy in 
the light of present-day conditions. 

Use price tags on electrical goods, in the window 
as well as on the counter. And don’t stop at the 
price; include, also, the operating cost of the ar- 
ticle. The customer wants to know how much it 
will cost to operate that electric iron or percolator 
or washing machine. Tell him—on the price tag— 
just as does the electric service company. 


Waffles 


AFFLES have come into their own on a 

truly gigantic scale. Many large cities have 
been invaded during the past year by numerous 
so-called “Coffee Pots’”—small shops that serve 
coffee, cocoa, tea, perhaps sandwiches and pies, but 
certainly waffles—waffles by the hundreds! So, 
wafiles have come to the city from the tea-rooms 
and roadside restaurants of the country. What is 
more, the waffles are in almost all cases electrical- 
ly baked in electric waffle irons. The typical waffle 
foundry—pardon the term but it is so suggestive 
of the process of turning out the luscious waffles in 
quantity lots—has a battery of electric waffle irons 
in the window. 

Yes, but what has all this to do with the mer- 
chandising of electrical goods? Simply this: a 
taste for waffles—the electrically baked kind—has 
been created. Sooner or later each household is 
going to go in for waffles of the home-made kind. 
And that is where you come in—sell the housewife 
the idea of the neat, easily-operated electric waffle 
iron for her dining-room table. The waffle taste 
is there.. Cash in on it! 
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—Lets Talk It Over | 








Let’s Take Stock of Radio 


RE you planning ahead to get your radio de- 
partment in better shape? Are you “weeding 
out” that apparatus which has been unprofitable? 
Now is a good time to take an inventory not only 
of stock but what has happened in your business. 
It is a good time to find out what sets or parts have 
been the best sellers and what has given the best 
satisfaction with the least service to customers. 

It is a good time to review the merchandising 
policies of the manufacturers whose apparatus you 
are selling. It will be very profitable to find out 
their merchandising plans for the future. 

What plan have they by which you can dispose 
of their products to the public in your community 
after the apparatus is on your shelf? 

Next to the quality of the product itself, the 
merchandising policy and plan of the manufac- 
turer are now of greatest importance to the dealer 
and will become more important as radio passes 
from the stage of “being bought” to the stage of 
“being sold.” 

A good product, an ethical policy, a sound plan 
for selling the consumer, plus an aggressive mer- 
chant, will form a winning combination. 

Now is the time to look into all these phases of 
our radio business. When the inventory is taken 
“shun that which is evil, cling to that which is 
good,” and the road to a profitable business lies 
straight ahead. 








That Problem of Yours 


O editor ever hopes to score 100 
| \ per cent reader interest. It would 

take as many pages in each issue 
as there are readers of his journal; for 
the plain, cold truth is that each reader 
has his own individual problems to which 
he must apply what he reads. Hence 
this journal is ready to supplement its 
editorial efforts by advising each and 
every one of you regarding your specific 
problems. Let us help you plan your 
electrical department; let us advise you 
regarding what radio goods to stock; let 
us advise you regarding window displays; 
let us advise you regarding your local 
advertising; let us advise you regarding 
electrical. goods. Our best efforts are 


yours for the asking. 


























To make the store demonstration effective it is necessary to have a high table for bringing the demonstration close 
to the eyes of the prospect, together with an illuminating, interesting, short explanatory talk opened with an inge- 


nious question that will bring a response 





Paving the Way for Electric Cleaner Sales via 
Store and Home Demonstrations 


Proper Equipment and Demonstration Machine in Hands of Clever 
Demonstrator Means That Battle for Sales Is at Least Half Won 


QO people stop and look at an 
electric cleaner demonstration 
in your store? Do they give 

your demonstrator their names so that 
your outside man can follow them up? 
Does the space occupied by the elec- 
tric cleaner demonstration bring you 
as good volume as adjoining spaces? 

Your store demonstration is an im- 
portant link in the sale. It establishes 
contact with the prospect and smoothes 
the way for your outside salesmen. And 
a good store demonstration very often 
results in closing a sale on the spot. 
Possibly you have given too little 
thought to it and rely entirely on the 
outside activity of your sales force to 
give you volume. Nevertheless, im- 
proving the store demonstration will 
bring greater volume and profits. 

Here’s what is needed to make a 
store demonstration effective: 

1. A high table to bring the demon- 
stration close to the eyes of the pros- 
pect. 

2. An illuminating, interesting, short 
explanatory talk opened with a ques- 
tion that will bring a response. 

The J. N. Adam Company store at 
Buffalo, N. Y., can be regarded as an 


example in this regard. Nearly every 
lead developed in the store results in 
an immediate sale when followed by 
one of the outside crew. And store 
leads are responsible for nearly 40 








Going over a rug with the electric 

cleaner is designed to make the pros- 

pect visualize what the electric cleaner 
would accomplish in her own home 





per cent of the electric cleaner sales, 
the balance being the result of a well- 
planned, consistently-prosecuted, house- 
to-house program. The demonstrating 
equipment consists of two _ suction 
sweepers, a waist-high table, and a 
6 x 9 rug. One suction sweeper, with 
the front part of the drum cut away 
and a piece of mica substituted, is on 
the table, which is entirely surfaced 
with a section of carpeting. 

The demonstrator looks at the ap- 
proaching prospect and asks: “How do 
you clean your rugs?” The prospect 
stops at this direct question, and the 
business of selling commences. If the 
question, on the other hand, were, “Are 
you interested in an electric cleaner?” 
about the only answer that could be 
expected would b2 a negative shake of 
the head. 

The demonstration starts on the 
high table. If the cleaner is of a re- 
volving brush type, the prospect is 
shown, through the cut-away front of 
the drum, how suction lifts the rug 
up against the cleaning nozzle. The 
demonstrator explains and the prospect 
sees, as the brush slowly revolves, that 
the bristles strike and depress the up- 














lifted rug surface, and beat out the 
sand and grit embedded in the nap, 
and that air suction carries away the 
dirt into the dust-proof bag. 

The demonstration then shifts to the 
carpeted space on the floor, showing 
that the cleaner sweeps the large rug 
in the same manner as the small one. 
The prospect is now mentally pictur- 
ing the electric cleaner at work on her 
own rugs, and the demonstrator ex- 
periences little difficulty in setting a 
time for the outside salesman to call 
and conclude the sale. 

So much for this particular store— 
J. N. Adams Company of Buffalo, N.Y. 

It goes without saying that the 
exact nature of the demonstration must 
be largely influenced by the mechanical 
features of the electric sweeper being 
handled. The leading advantage of the 
particular type being demonstrated 
must, of course, be emphasized above all 
else. The manufacturer can generally 
be relied upon to work out a demon- 
stration which presents his particular 
electric cleaner to the best advantage, 
but it is also incumbent on the dealer 
to add his own ingenious touches. 
Thus for one type of cleaner, a cellu- 
loid window may be included in the bag, 
to show the force of the suction. In 
another, the table may be provided with 
a glass window over which is sprinkled 
baking soda, the table then being 
covered with the rug. An electric light 
and a tilted mirror underneath serve 
to show how the electric cleaner draws 
the dust and dirt through the carpet. 





Bring out the important features of 
the electric cleaner being demonstrated. 
Here is a special table with a window 
in the top and a tilted mirror below, 
for showing the useful suction of the 
cleaner right through the rug 








The prospect can follow the actual 
operation, which is often more fas- 
cinating than merely seeing the re- 
sults. By all means have your demon- 
stration emphasize the leading feature 
of the electric cleaner being handled. 


In connection with the sale of vacuum 
cleaners it is well to make full use of 
the window demonstration. This dem- 
onstration is made in the same manner 
as the store demonstration with the ex- 
ception that actions must take the place 
of words. Neatly worded cards should 
be used by the demonstrator where ac- 
tions will not tell the story. Of course, 
the effectiveness of the window demon- 
stration depends largely on the location 
of the store. It goes without saying 
that if the store is on a side street with 
little if any pedestrian traffic passing 
by, the window demonstration is hardly 
worth the expense and effort. 

Make your window demonstration at- 
tractive. Make it forceful. Feature 
the leading characteristic of the cleaner 
being handled. Thus one manufac- 
turer of electric cleaners suggests that 
the demonstrator place eight silver dol- 
lars in a row on the table and, with the 
nozzle elevated directly over the row of 
silver dollars, the coins are picked up 
and held-in place. Either one of the 
silver dollars on the ends may be re- 
moved without causing others to fall 
off. This is an excellent idea for a spe- 
cific type of cleaner. Find out what 
the manufacturer of your type sug- 
gests along this line, and then make 
full use of it. 

Simple devices and a clever demon- 
strator serve to make the store demon- 
strations more efficient, more resultful, 
and decidedly helpful in conserving the 
time of the outside salesmen. The de- 
partment’s success, furthermore, is 








gies; 





Signs and special display cards are valuable aids to selling. The dealer should make the utmost use of the dealer- 


help material of the manufacturer, which may be had for the asking in most instances. Following a demonstration, 
booklets describing the electric cleaner should be distributed so as to reinforce the demonstration 




















paign. 


Utmost use of the window display and window demonstration should be made in the electric cleaner sales cam- 
Every manufacturer of electric cleaners has worked out ingenious plans for window displays and demon- 





strations, which are the retailer’s for the asking 





safeguarded against the depression that 
might easily follow if the public should, 
as a result of the present widespread 
and persistent agitation against the 
itinerant peddler, turn against all 
forms of house-to-house work. 

But after all is said and done, 
vacuum cleaners and suction sweepers 
do not sell themselves—they must be 
sold, and sold intensively. Rarely in- 
deed does a buyer walk into the store 
and buy a machine right then and there, 
although much can be done to increase 
store sales. The real basis of vacuum 
cleaner sales, however, is the home 
demonstration, which is the most effec- 
tive means of proving the practical 
value of the vacuum cleaner or suction 
sweeper, and closing the deal. 

The store demonstration, as already 
mentioned, is an effective way of get- 
ting leads; and working on definite 
leads is far more satisfactory than 
house-to-house calls. Being invited to 
call is more expedient and effective than 
trying to gain admission by means of 
doorstep oratory. The main thing is 
to get inside the home, and then con- 
duct a convincing demonstration. 

At this' time of the year—spring 
house cleaning time—the progressive 
retailer handling vacuum cleaners or 
suction sweepers should make it a point 
in his selling efforts to offer to send 
a machine to a prospect for a period 
of five or ten days, without obliga- 
tion, so that the housewife may do her 
spring house cleaning in the most 
effective way and thereby furnish her 


own demonstration. Of course, this 
takes a fair stock of machines, but as 
often as not a machine so placed in a 
home will remain there for good, and 
the enterprising retailer has scored an- 
other sale. 

It would be sheer waste of time and 
effort to give precise instructions on 
how to conduct the demonstration in the 
home. Every manufacturer of vacuum 
cleaners and suction sweepers issues 
ample literature on this subject, per- 
taining particularly to the _ specific 
machine being handled. In a general 
way, however, let it be said that the 
salesman should carry with him the 
same materials as are used in the store 
demonstration—a tin shaker full of fine 
sand, a tin shaker full of flour, a small 
roll of cotton and, if the machine per- 
forms well in this connection, a spool 
of thread. The machine itself and its 
accessories or attachments may or may 
not be carried by the salesman, depend- 
ing on the policy followed. Some re- 
tailers find it preferable to send a ma- 
chine in advance, with the suggestion 
that the housewife try it out for her- 
self prior to the call by the demon- 
strator and salesman, who will explain 
the finer points of its operation and 
answer any questions that may have 
come up as the result of prior use. 

Always make sure that the machine 
with which the demonstration is to be 
given is in the very best mechanical and 
electrical condition. All parts should 


be thoroughly cleaned and oiled to in- 
sure flawless operation. 


If the prospect is apparently ready 
to buy when the demonstration is 
brought to a close, the business of get- 
ting the order can now take place. 
Otherwise, the demonstrator-salesman 
should now endeavor to obtain permis- 
sion to leave the cleaner for a few days 
so that the prospect may use it herself. 
Nine times out of ten the housewife will 
not buy until she has talked the mat- 
ter over with her husband, and the 
presence of the machine in the home 
will go a long way toward getting 
hubby’s consent. 

The number of calls as well as skill 
of approach and salesmanship deter- 
mines the extent to which you succeed 
in the selling of vacuum cleaners and 
suction sweepers. A well-known sales 
executivc has said that he would rather 
have a 50 per cent salesman that works 
hard 100 per cent of the time, than a 
100 per cent salesman that works 50 
per cent of the time. And he is right. 
Burn up shoe leather; squeeze in an 
extra call or two; keep the telephone 
wires hot and scare up live prospects; 
distribute freely the literature supplied 
by the manufacturer; advertise in the 
local papers. Always be on the lookout 
for leads. When a call is made on a 
prospect, try and get the names and 
addresses of friends of the prospect 
who might be interested. 

There is no royal road to success in 
retailing vacuum cleaners. It’s just a 
question’ of hard work and common 
sense, leading to a success that is well 


worth the effort. 
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Where Goods and Customers Meet 
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F the five senses, the appeal made to sight is far more reaching in 
its scope and character than any other sales appeal possible. Win- 
dow display is all that other good advertising is: it attracts atten- 
tion, arouses interest and creates the urge to buy. But it goes a step fur- 
ther than other forms of advertising in that it attracts, interests and causes 
the desire of possession when and where the goods and customers meet. 
So, to the end of making still better merchants of us all, we have gath- 
ered a number of representative window displays and sought the criticism 
of a window-dressing authority. The following pages of this section 
present the results to you, in the form of helpful criticism. 
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Lamps in Window Displays 
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A Few Fundamentals for Good 
Window Displays 


Remove all merchandise and accessories 


used in previous display. 


Have the inside and outside of the win- 
dow glass cleaned and polished. 


Remove all tacks, pins, string, ete 


>*9 


from the floor and woodwork. 
Have all woodwork polished. 


Know not only what to display but 
WHY you display it. 


Put up all background and side wall 
decorations mprale the Moor is clear of 


merchandise. 


Decide what the best selling points of 


your goods are and feature them. 


l’se the most forceful selling poimt im 
the center of the window, preferably at 
CHE le vel, 


Contrast light colored merchandise 
against dark material, and dark colored 


goods against light material. 


Use window pedestals and plateaus to 
show small merchandise at different 
le ivé ls. 


Do not permit one article to interfere 


with a view of another. 


Use proper window reflectors to direct 
plenty of light on the goods and not in 
people s eyes. 


BE. F. Newkirk. 















































HIS simple display even at first glance 

seems to say “Light.” At second glance it 
seems to say “lighting glassware.” It is a 
good display and not a bit confusing. The 
center poster would be more effective if raised 
on a plateau about 12 inches high. Raising 
the two table lamps on 6-inch pedestals would 
have made them stand out better. Lighting 
units of every kind on display are more pleas- 

ing when lighted with low wattage lamps 























(ceil is a good display be- 

cause it tells one story 
and tells it well. The actual 
merchandise is shown with 
the center posters, and uses 
for the article are illustrated 
in smaller posters. Mention- 
ing the selling price is an- 
other good point with mer- 
chandise of low cost, although 
it is best to avoid selling 
prices when dealing with 
larger items, and to concen- 
trate attention on the _ ser- 
vice to be rendered, instead 
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Radio in Window Displays 











ne are what count 
| in’ window display as 
weil as in radio reception. 
The selling punch of the 


posters is worth comment, 





while showing the’ inside 
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parts helps to interest pros- 








pects in the real, sound mer 
its of the product 























5 , f j a 4 Jae 4 
; | oe Ld 
it yy “ 


ROCHE STEERS BLECTINCAL DEPARTMENT STOR et a. 






; 
f 
' 
if 
yl 

























NOWING what not to 
show is quite as im- 
portant as knowing what to 
show. The radio displays at 
each side of this store en- 
trance make these displays 
doubly inviting. One can 
quickly see a whole range of 
different radio sets without 
the usual crowding and con- 
fusion seen in the average 
showing of radio sets 












































TOOD taste and thought 
| 
quality radio display shown 
at the left. The restraint 


used by the decorator shows 


were used in making the 


a realization of the type of 
homes these quality sets go 
into. The map with varie- 


gated ribbons leading to the 
tuning dials of the receiwing 
set tells the story of the 


range of the receiver 





























The ideas brought out in these tasteful radio displays are too good not to be used successfully by other dealers. 
Unfortunately, but nevertheless true, radio usually receives the poorest display of any line of electrical goods. 
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Comp ual r 
$ UNIVERSAL 


Attachments 
uum Cleaner sells another; therefore, for immediately 


increasing your sales, we are making a special offer 
whereby during April only you can give each cus- 
tomer a $10.00 set of attachments FREE and still 
make a handsome profit. Write for campaign ma- 
terial. 





THE TRADE MARK KNOWN IN EVERY HOME 












LANDERS, FRARY & CLARK, NEW BRITAIN, CONN.,U.S.A. 











Made for, a Lifetime 
of Trae wblefree 
|| Service 
















UNIVERSAL VACUUM CLEANER 


No belts to break, no unsanitary brush to clean 
or get out of order. Patented self-clean- 
ing thread-picking nozzle instantly removes 
threads, twine and other surface litter. 









UN 


SANDERS FRARY" r.& CLARK 


Powerful suction draws even the most deeply 
embedded dirt into specially woven dust-tight 
bag. 


UNIVERSAL ELECTRIC WASHER 


Embodies all the latest improvements—auto- 
mobile type transmission construction, swing- 
ing wringer and fully enclosed cabinet. The 
washer de luxe—built to eliminate service ex- 
pense that eats the dealer’s profits. 














UNIVERSAL MOTOR APPLIANCE DIVISION 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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THE TRADE MARK KNOWN IN EVERY HOME 















LANDERS, FRARY & CLARK. NEW BRITAIN, CONN.,U.S.A. 























JNIVERSAL 


 6lectrical Appliances 


Every article bearing the famous UNIVERSAL Trade Mark is 
backed by three of the most valuable of modern merchandising 
requisites— 

1. Highest quality, in construction, material and workmanship. 


2. Nationally advertised on a carefully studied plan that effectively 
reaches the greatest number of consumers—on the basis that practi- 
cally every home has within it some UNIVERSAL Household Help. 


3. The UNIVERSAL Trade Mark embraces the largest line of house- 
hold appliances made under one name. 


Every UNIVERSAL Electric Appliance is unconditionally guar- 
anteed by the manufacturer to satisfactorily fulfill every require- 
ment for which it was designed. 


UNIVERSAL ELECTRIC APPLIANCE DIVISION 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Heating Devices in Window Displays 





HE two visplays below 


are pretty and might 
be classed as reminders of 
merchandise the stores al- 
so sell. Window spac2 is 
too valuable for displays 
that seem only pretty. 
















When displayed in this 
manner a lettered show 
card (large enough to be 
easily read) should call 
attention to the fact that 
the goods are being dem- 
onstrated in the store 





HE display above with a different design for the wreaths and background would be suitable for a display for 


most any time of the year. 
merchandise is especially commendable. 


There is a tine sense of balance in the whole showing—the arrangement of the 
Every article shown has a chance to bid for attention to itself 
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TINHERE is too much variety in this display and yet the window is quite interesting. 

The showing is in a semi-residential district in New York where people have leisure 

for evening shopping. The use of the socket devices would have been more effective 
if the merchandise connected to them only were shown 





AAAS, ar 





ERSATILITY is a forceful word to use in a window display, but having used it this merchant should have 
shown the versatility of the article he was featuring. Connecting different articles to the same current outlet, 
as was done in the display at the top of the page, would have put real selling punch in this otherwise neat showing 
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NE of the most effective ways of 

creating interest in merchandise on 
display is to show the actual goods in 
use, or in a setting which indicates their 
proper use. There are no finer types of 
displays than those intended to help 
people become more comfortable and 
contented. The drapery over the center 
pedestal is not necessary 



































JyNouGcH, and not too much 
/ merchandise, makes this dis- 
play one that will create a lasting 
good impression. The _ finished 
washing on the line and the neat 
general appearance of the display 
need no further comment 






































ERE is a display rightly designed to attract women. The display man is making an appeal to woman’s sense 
of cleanness and orderliness in her home. This is a far greater appeal than would be possible were her 
attention directed only to the “machinery” and the price. Good use is made of dealer-help material 
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Over the 
Counter 


q. Illustrate your selling points in a clear, convincing 
manner. Don’t argue with the customer. Arguing 
only serves to build up sales resistance. 


q@ Never tell a prospect that he is mistaken. He 
won’t believe it anyway, and he’ll be that much harder 
to sell because his feelings may have been ruffled. 


q A cardinal point in selling is not to ask a question 
of a prospect to which he can say “No” or “Not inter- 
ested,” because that closes the selling effort before it 
even gets under way. 

@ Don’t talk loud, particularly at the opening of a 
selling talk. Talk low in order to concentrate the pros- 
pect’s attention by making him listen. 











There is no 


Rainy days don’t have to be “off days.” 
need of loafing on rainy days. They are good days to 
find prospects in. 


q. After all, price is not the only consideration. Don’t 
talk price; talk quality even though your price is low. 


q@ Running down the other fellow’s goods doesn’t get 
you very far along in the selling game, although it may 
seem the most expedient line of attack on the spur of 
the moment. Instead, talk the “reason why” of your 
goods and forget about the competitors. 


@ Rainy days don’t have to be “off days.” There is 
no need of loafing on rainy days. They are good days 
to find prospects in. They haven’t so many callers; you 
won’t have to wait; you’ll be permitted to stay longer. 
And that’s a lot. 


@ Don’t forget that there are more possible orders 
in a large number of fair prospects than in a few ex- 
cellent prospects—so work and make a larger number 
of calls. Legs often make up for brains in getting 
orders—although one isn’t much good without the other. 


@. Don’t smoke in the presence of a prospect unless 
he invites you to. 


@. Study the advertising put out by the manufac- 
turers with whom you are dealing, especially what they 
are doing in publications of general circulation. There 
are many talking points to be gathered through such 
reading. Study the catalogs of the manufacturers; 
learn the fine points about their products; master the 
little details. All of which makes for sales. 
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Study the catalogs of the manufacturers; learn the 
fine points about their products; master the little de- 


tails. All of which makes for sales. 


q@ Try to put yourself in the customer’s place and 
say what you would like to have sales people tell you 
if you were purchasing the goods yourself. 


@ Sell yourself to the customer. Inspire the con- 
fidence that you are there to serve regardless of 
whether a purchase is made or not. 


q@ Do not wait for a customer to approach you. Meet 
your customers half way with your courteous inquiry 
to be of service. 


@. It was Marshall Field, if our memory serves us 
right, who once said he would pay 50 cents for every 
person brought into his store by some means or other. 
That’s the important thing—get them into your store! 
Special sales do that, often at the sacrifice of profit. 
But do you sell them something else? If not, you’ve 
lost out; if so, you have gained the end of the special 
sale. 


@ Those lost sales are more important than the sales 
you have made. It isn’t always just one customer that 
is lost—it may be several customers; for in the nature 
of things a dissatisfied customer will tell others, per- 
haps with telling effect—on you. 


q@ Prompt service is an essential in successful retail 
selling. Don’t let your customers wait. Indeed, 10 per 
cent of the lost sales of a typical store are due to delays 
in store service. If you are busily occupied with one 
customer while several others are waiting, a pleasant 
word to the waiting customers to the effect that you’ll 
attend to them in just a moment, goes a long way in 
keeping them contented. 


q And remember—when Saturday night comes your 
pay check is likely to show to how many prospective 
purchasers you have made sales. 




















Prompt service is an essential in successful retail sell- 


ing. Don’t let your customers wait. Indeed, 10 per 
cent of the lost sales are due to delays in store service. 











































































































































































































Our artist’s conception of a man with 

space enough between his eyebrows and 

his hair to hold all there is to know 
about practical salesmanship 


AN has not space enough be- 
M tween his eyebrows and his hair 

to hold all about practical sales- 
manship. He would need to know all 
about human nature in order to do so, 
and no one does. The man who could 
make good that boast has yet to be 
born. 

But every man meriting the term 
“salesman” has developed at least one 
effective practice. Some of these are 
peculiar to the men themselves, but the 
majority are commonplace practices 
open to all who sell. They require 
merely to be passed along in order for 
others to make equally good use of 
them. Your reporter, therefore, has 
not hesitated to note down examples of 
good salesmanship wherever found. 

In selecting such practices to be re- 
ported in this department the test has 
been, and will continue to be, this: Can 
the practice be adapted to the sale of 
electrical goods? Perhaps all of these 
ideas will not fit in with your particu- 
lar needs and conception of salesman- 
ship. Some will do so undoubtedly. 
And here is the first installment. 


Use Words Your Customer Understands 


Selling this or that electrical appli- 
ance boils down to selling the idea of 
its service. That is to say, the prospect 
must be shown wherein he or she is 
the loser through not having that ser- 
vice. Ultimately, then, the customer 
will purchase that appliance. That is 
so because when one accepts an idea the 
imagination is stimulated. And when 
one proceeds to enjoy a service in 
imagination, the craving and impulse 
to buy and make that enjoyment real 
inevitably follows. “Imagination,” as 
Napoleon said, “rules the world.” 

But to bestir the imagination you 
must talk about electrical service in 
terms your customer’ understands. 
Avoid technicalities as you would the 
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Sales Stimulators 


By Tom CHANTLER 


plague. They are but so much noise to 
most people, who do not comprehend 
their technical meaning. Consider, for 
example, that classic comeback of the 
house-furnishing store salesman who 
was approached by the customer who 
said he wanted to buy an electric fan. 
“A-C or D-C?” countered Mr. Sales- 
man. “Search me,” agreed the pros- 
pect. Now if that salesman(?) had 
known the conditions pertaining to 
electrical service in the various com- 
munities served by the store, he would 
have had merely to ascertain the cus- 








Sell Your Customers on the 
Idea of All of These Services 


Living Room: 


Christmas Tree Outfit 


Electric Cleaner 
Table Lamp 
Floor Lamp 
Table Appliances 
Electric Fan 


Electric Piano 
Portable Heater 
Electric Fireplace 
“Wired Tea Wagon” 


Phonograph Motor Cigar Lighter 

Dining Room: 

Percolator Waffle Iron 

Toaster Drink Mixer 

Samovar Fan 

Grill Cleaner 

Chafing-Dish Floor Lamp 

Egg Boiler “Wired Dining Table” 
“Wired Buffet”’ 

Bedroom: 

Hair Dryer Boudoir Lamps 

Curling Iron Cleaner 

Vibrator Portable Heater 

Violet Ray Outfit Milk Warmer 

Fan Heating Pad 

Bed Lamp “Wired Dressing Table” 

Kitchen: 


Exhaust Fan (with auto- 
matic shutter) 

Dish Washer 

Fireless Cooker 


Electric Iron 

Electric Fan 

Utility Motor for: 
Meat Chopper, Cof- 


fee Mill, Grinding, Plate Warmer 
Polishing and Buf- Electric Range (special 
fing Machine outlet) 
Laundry: 
Iron Refrigerator 
Washer Automatic Furnace Con- 
Ironer 


trol 
Floor Scrubber and Pol. 
isher 


Ice Cream Freeser 
Water Heater 


Sun Room: 


Sewing Machine Milk Warmer 

Cleaner Heating Pad 

Portable Heater Toy Transformer for 

Portable Lamps Electrically Operated 

Fan Toys 

Bathroom: 

Shaving Mug 

Immersion Heater Portable Heater 

Garage: 

Battery-charging Inspection Lamp 
Rectifier Soldering Iron (electric) 

Motor for: Portable Heater 
Bench-Drill, Lathe, Electric Air Pump 
Grindstone and Electric Cleaner 
Emery Wheel 








tomer’s street address. He then would 
have known whether an alternating- or 
direct-current motor was required. 

Talking volts, watts, amperes and so 
on to the average woman goes as high 
over her head as the instructions one 
of Uncle Sam’s gobs gave to a lady 
aboard a battleship who had asked 
where could she get a drink of water. 
His reply was: “There’s a water break- 
er, ma’am, on the starboard side of the 
main deck in the turret just abaft the 
mizzen hatch. You’ll find a leatherneck 
who will tell you.” 


Give the Appliance a Chance to Sell 
Itself 


Electrical appliances speak a lan- 
guage more convincing by far than any- 
thing that can be said about them. 
Demonstrating them confers this power 
to speak for themselves—a language 
understood by all. The customer who 
witnesses a demonstration cannot but 
accept the facts, for seeing is believing. 
Whereas, when the salesman tries to 
save himself a little work by telling 
what the appliance is and what it will 
do, instead of plugging into an outlet 
and giving the appliance a chance to 
speak for itself, he frequently says too 
much or too little. Sometimes it hap- 
pens, too, that he says something or 
other that arouses the customer’s an- 
tagonism. 

Play safe—demonstrate. 

The real power in a demonstration 
is that it encourages the prospect to 
visualize himself or herself as possess- 
ing the appliance and enjoying its 
service in the home. It is for much that 
same general reason that automobile 
salesmen invite prospects to “take a 
ride.” In fact, the power that is in 
demonstrations to set the imagination 
going, is almost uncanny. 

A graphic example of the potency of 
demonstrating and satisfying the eye 
is furnished by the favorite trick of 
fakers in selling tawdry jewelry and 
nicknacks. Generally they commence 
by selling a few pieces of good but in- 
expensive jewelry at junk prices. 
Therein the crowd is given an actual 
demonstration of people getting some- 
thing for nothing. Then, while the 
“suckers” are still in thrall to the spell 
of their own imaginings about them- 
selves getting something for nothing, 
the faker hurries to sell his junk stuff 
at the price of good stuff. I have actu- 
ally seen the crowd shake hands with 
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Successful Merchandising Prac- 
tices Selected from Many and 
Divers Fields, and Expressed in 
Terms of Electrical Goods Sales 


such a fellow upon his leaving, begging 
him to remain and sell some more. 


Tell Your Customer, but Don’t Argue 


Argument begets only argument. It 
seldom, if ever, produces sales. You 
are in the business of selling electrical 
goods. Your customers quite naturally 
assume that they do not know as much 
about the thing that you sell as you do 
yourself. They tend to accept what 
you say at face value. True, they may 
ask you to explain this or that simply 
because they do not understand it. But 
when they do they are not intending to 
invite argument. Your veracity has not 
been questioned. Simply explain away 
in terms that they will understand 
whatever it is that puzzles them. 

No sensible person, especially a busy 
one, undertakes to argue that two times 
two equals four. The facts about elec- 
trical service and electrical appliances 
are equally not matters for argument. 
Your customer credits you with stating 
demonstrable truths. 

Tell your customer and explain to 
your customer and continue telling and 
explaining until the point is made clear. 
In a sense you are in a position of a 
teacher explaining something to a 
pupil. It sums up to just that in ef- 
fect—you as a teacher and the cus- 
tomer as a pupil. But remember this: 
He teaches most who appears not to be 
teaching at all. 


Sell the Idea of Complete Electrical 
Service 


The uses of electricity in the home 
are so many that few women know 
them all. Not knowing about certain 
of these services the customer is not in 


the long run, at least, whether the cus- 
tomer purchases immediately or not. 
The main thing is that exploiting the 
idea of complete electrical service in 
the home encourages the customer to 
imagine herself enjoying all of these 
benefits. As previously explained, once 
the customer commences to imagine 
herself enjoying this or that phase of 





















































Electrical appliances speak a language more convincing by far than any- 
thing that can be said about them. Demonstrating them confers this power 
to speak for themselves 


a position to want them—to recognize 
her needs for such services. Often- 
times the mere mention of such ser- 








Sell the Idea! 


LWAYS think and talk in 
terms of what the appliance 
will do for the customer. Avoid 
technicalities—they are unneces- 
sary and only serve to confuse 
the layman. Dwell on the labor- 
saving possibilities, the contribu- 
tion to comfort, the cleanliness 
brought about by the appliance, 
rather than the appliance itself. 
Sell the idea of electrical service 
—the saving of time, labor and 
money. 








vices prompts the customer to buy 
immediately the necessary electrical 
appliance or equipment so as to enjoy 
that service. 

It does not so much matter, not in 
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Real salesmanship lies in selling them something more. You can do it more 
times than not, if you go at it right 


electrical service, she is taking the first 
step toward buying. Every moment 
spent today in selling the idea of com- 
plete electrical services makes for fur- 
ther sales tomorrow. 

Sell the idea, too, of better wiring 
and more electrical outlets. 


Sell Them Something More 


You can take little credit for selling 
the something that the customer needed 
and voluntarily came into the store to 
purchase. That performance does not 
add up to much beyond just merely 
waiting upon trade. The real sales- 
manship, the difference between just 
making a sale and getting rich, lies in 
selling them something more. You can 
do it more times than not, if you go at 
it right. 

Going at it right does not mean ask- 
ing the customer if there is something 
else. The trick is in sensing the cus- 
tomer’s probable needs and suggesting 
the added service to be enjoyed through 
purchasing whatever else it is that you 
have decided to sell. Here, again, it is 
a case of selling the idea. 

When a customer, for example, comes 
in and calls for an electric hair curler 
it’s a safe venture that she also has 
need of an electric hair dryer. When 
she calls for a flashlight the way is 
open to suggest a carton of lamps or a 
portable lamp. The customer who calls 
for an electric iron is of necessity 
thinking of washing and ironing and 
therefore receptive to suggestions re- 
garding the washer and ironer. 

Sell them something more. You can 
if you try. The ease with which you 
can do so will surprise you. 
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Attractive window display of batteries and their uses, with a radio receiver in the center, radio batteries at the 
right, and ignition and general utility dry batteries and flashlights at the left 











Stock Dry Batteries and They Sell Themselves 


Every Radio Set and Every Flashlight Sold Means a Steady Cus- 
tomer for Dry Batteries, Aside from Other Well-Known Uses 


is precisely what dry batteries 

stand for, and as such they en- 
joy a steady demand. Dry batteries 
are employed in radio reception and in 
flashlights for the most part, but there 
are numerous other uses for them, such 
as gas engine ignition, door bells, 
buzzers and signalling systems, experi- 
mental work, electrical treatment de- 
vices and telephone service. Dry bat- 
teries are bought to deliver a certain 
amount of electricity, after which they 
must be discarded and new batteries 
bought for the continuation of that ser- 
vice. 

And that is the big point about dry 
batteries as merchandise—they don’t 
last forever and, what is more, must be 
renewed every so often. Which is but 
another way of saying that dry bat- 
teries are staples that bring customers 
into your store at more or less regular 
intervals without any more effort on 
your part than stocking a line of dry 
batteries and letting the fact be known. 

The two main uses for dry batteries 
today are in radio receiving sets and in 
flashlights. The former is a relatively 
recent development, although in point 
of sales volume it is well in the fore- 
front of the dry battery industry. The 
latter, on the other hand, goes back 
several decades and continues to grow 
in volume. As more and more flash- 
lights are sold the demand for flash- 
light batteries naturally grows apace. 


| te pence in packages—that 


Radio broadcasting has opened up a 
vast field for dry batteries. With the 
advent of the vacuum tube in the radio 
receiving set it became necessary to use 
two kinds of batteries, namely, one for 
supplying current to the filament of the 
tube and the other for supplying cur- 
rent for the “plate” or “B” circuit 
requirements. At first the filament 
current was supplied by a _ storage 
battery because of the heavy drain of 
the early vacuum tubes, while the 
“plate” current was supplied by a con- 
glomeration of flashlight batteries 
connected together. Soon dry battery 
manufacturers developed the so-called 
“B” battery, made up of a large num- 
ber of dry cells carefully insulated one 
from the other, rigidly connected, and 
then sealed in a neat block. The usual 
radio “B” battery of 22%4-volt rating 
contains 15 cells, while the 45-volt 
battery contains 30 cells. Obviously, 
these batteries sell for several times as 
much as flashlight batteries, hence the 
sales go up into real money, with sub- 
sequent attractive profits for the small 
selling effort involved. 

During the past year there has been 
a growing tendency on the part of radio 
manufacturers to favor the dry-battery 
receiving set. With the introduction of 
vacuum tubes of low current consump- 
tion it has become possible to operate 
receiving sets entirely on dry batteries. 
Thus the messy and troublesome storage 
battery has been replaced with dry 


cells for operating the filaments of the 
tubes. The cleanliness, convenience and 
the fact that dry batteries could be 
placed right in the cabinet of the re- 
ceiving set has made the dry-battery 
receiving set more and more popular. 

So the radio public is in steady need 
of two major kinds of dry batteries, 
namely, the standard dry cell and the 
radio “B” battery. Every dry- 
battery receiving set that is purchased 
in your territory means a steady cus- 
tomer for those batteries. The stand- 
ard dry cell lasts about three months 
with average use in the radio receiver, 
while the standard “B” battery lasts 
about four to six months. Therefore, 
your radio customer will average about 
three sets of dry cells per year, and 
two sets of “B” batteries. If he uses 
a storage battery for his filament cur- 
rent, he will nevertheless continue to 
call for “B” batteries. 

There have been substitutes de- 
veloped to take the place of dry bat- 
teries for radio purposes, but for many 
reasons these substitutes have failed 
to replace dry batteries except in a 
very small way. The dry battery con- 
tinues to reign supreme. 

Then there is the flashlight battery. 
Every time you sell a flashlight in your 
territory you are creating a steady 
customer for flashlight cells. With 
ordinary use, a flashlight requires new 
cells about every three months. 

(Continued on page 56) 
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An 


Important Correction 


Last month's ad featured a sales story 
of the Connecticut Light and Power 
Company. Their sales record was 
quoted as—'°366 Premier uplex Clea- 
ners sold in Waterbury and Norwalk 
in 24 working days.” 





This was wrong! 


The Company sold 366 in Water- 
bury alone and 167 in Norwalk— 
making this the correct report: 





533 Premier Dunvlex Cleaners 
Sold by the Connecticut 
Light and Power Com any in 
24 working days! 























An astounding figure for these 
small cities! 


¢ 


REMIER SALES — 
BIGGER this Spring! 
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Premier Duplex sales have been 
mounting right along with in- 
creasing speed. The fall was big. 
The winter was bigger! And 
Spring will be bigger still! 

There's the boost coming from a 
greater advertising campaign. 
The larger displays in the Sat- 
urday Evening Post-——the wider 
use of all the important national 
women's magazines stirring up 
sales activity. Every year there 
are more women who know and 


prefer the Premier Duplex. Its 


ball-bearing motor and brush 


which mean longer life and no 
oiling; its double action—power- 
ful suction and motor-driven 
brush—which mean cleaner clea- 
ning. [hese outstanding quali- 
ties are building up, as. they be- 
come better known, a greater 
Premier Duplex demand! 

This spring—step into line for 
bigger sales—bigger profits— 
bigger business! 


Promer 


ELECTRIC VACUUM CLEANER CO., Inc. 
CLEVELAND, OHIO 


Distributed in Canada by the Premier Vacuum Cleaner Company, Ltd., Toronto and 
Winnipeg, and the Canadian General Electric Company, Ltd., General Offices, Toronto 




















N the preceding article a speaking 
| acquaintance was established with 

such electrical terms as “Voltage,” 
“Ampere,” “Ohm,” “Watt,” “Kilowatt” 
and “Kilowatt Hour.” Now there are 
other terms that also ought to be 
understood and which it will be help- 
ful to make use of from time to time 
in selling appliances. Not the terms 
themselves, necessarily, but rather 
their meaning in simple, everyday 
English. They are all very simple and 
you doubtless will make them yours in 
one reading. And here they are: 


A Fundamental Fact 


Electrical appliances differ greatly 
in appearance and function, but under- 
standing this fundamental fact regard- 
ing them will make it just that much 
easier to understand and explain about 
them. Every piece of electrical ap- 
paratus for use on circuits is designed 
to limit the flow of current to the 
power required. For example, a 50- 
watt lamp designed for 100-volt circuit 
will allow % ampere to flow and no 
more—because of the resistance of the 
fine wire filament. Thus it will be 
understood that when a lamp gaged 
for use on a 100 or 110-volt circuit is 
placed on a circuit of higher voltage, 
the resisting quality of the filament is 
unduly burdened and the life of the 
lamp correspondingly shortened. 

This same principle applies gener- 
ally to all electrical apparatus; it 
will function with entire satisfaction 
only when supplied with electricity of 
the correct voltage and character. 


“4-C” and “D-C” 

Within the trade, “A-C” and “D-C” 
are the shorthand terms, so to say, for 
Alternating Electrical Current, and 
Direct Electrical Current. Alternat- 
ing current is of the character which 
reverses its direction of flow an estab- 
lished number of times within a given 
period. Direct current, on the other 
hand, flows always in the one estab- 
lished direction. 

It is important to understand these 
distinctions and to be guided accord- 
ingly when selling motor-driven ap- 
pliances. There are, of course, small 
fractional horsepower motors which 
are universal in their application and 
perform quite satisfactorily using 
either character of electrical energy. 
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Electrical “Pidgin” English 


Everyday Terms You Must 
Know in Selling Appliances 


By Utysses Proctor CoLuins 


But with the larger motors it is neces- 
sary to supply a motor properly and 
specifically equipped to use the char- 
acter of electrical energy flowing 
through the circuit where it is to be 
used. 

How the Motor “Motes” 


Why does a motor “mote’’? 

That question doubtless would puzzle 
many to answer, as indeed it well 
might were the explanation required a 
technical one. But it at least can be 
explained in popular terms and in a 
manner enabling one to sense the gen- 
eral theory, by employing the action 
of water as a simple analogy. 

Let us take a simple pump, as an 
example, connecting its intake to a 
supply of water. What happens? 
Nothing whatever. But now operate 
the pump by some mechanical means— 
a man, steam engine, or other form of 
power. Results follow. 

The water is drawn into the pump 
and is forced by the pump mechanism 
into the feed or service pipe. Now it 
has been put into action and shows 
pressure. With increased speed the 
water will flow faster and more will 
be developed. In somewhat that same 
manner an electric generator at rest 
manifests no pressure and performs no 
work. But when in motion it creates 
the electrical energy to do work. 


To Compare Water and Electricity 
Still Further: 


Water under pressure is conveyed by 
a pipe; electricity by means of a con- 
ductor—generally a wire of copper 
because of its high conductivity and 
low resistance. Water is turned on 
and off by faucet or valve; electricity 
by a switch which completes the circuit 
or interrupts it. 

If pressure in water pipes is low, 
very little water will flow. Similarly 
with electricity. If voltage (the elec- 
trical term for pressure) is low, lamps 
are not up to full brilliancy; irons, 
stoves, hot plates do not attain full 
heat; motors run slower. Such a con- 
dition means inefficiency. 


Horse Power 


Just how the motor is designed to 
translate voltage (pressure) into terms 
of horsepower would involve in the tell- 
ing more technicalities than intended 
in these articles, just as a technical 





explanation of a motor operated by 
water power might get us in too deep. 

In order to measure power, or the 
mechanical rate in doing work, an 
arbitrary term is used. The motor, 
if such it be, would do its work up 
to the limit of its capacity just as 
merrily were its rating unknown. 
But man himself required some stand- 
ard whereby readily to designate the 
relative capacity of various motors, en- 
gines, and so on, so that he might know 
in advance of actual trial whether or 
not the particular unit he had in mind 
was powerful enough for his purpose. 

The unit adopted for measurement is 
1 pound raised 1 foot in 1 minute, but 
as with the watt this is too small a 
figure, so that the larger value, “horse 
power” is used, just as we commonly 
talk in terms of kilowatts, rather than 
watts. “Horse power,” therefore, 
stands for the mechanical capacity re- 
quired to raise 550 pounds 1 foot in 1 
second, or 33,000 foot pounds in 1 
minute (550 x 60 seconds.) 

One horse power is equal to 746 
watts for 1 hour. Thus to reduce kilo- 
watts to horse power, multiply by 
1000 and divide by 746, or for close 
approximation increase the number of 
kilowatts by one-third. 


Fuse 


This is a short piece of soft metal 
which spans a gap in the copper wire 
circuit and melts at low temperature. 
It will carry the amount of electrical 
energy for which the circuit is designed 
but will melt, or, as so many say, “blow,” 
and interrupt the flow of electrical 
energy in case the circuit is overloaded. 
In this it corresponds to the safety 
valve of a steam engine. The expres- 
sion “don’t tie down a steam safety 
valve” is similar to “don’t substitute 
a larger fuse than is specified.” The 
fuse “blows” before the copper wir 
of the circuit or the electrical device 
itself can be heated enough to cause 
damage. 


Short Circuit 


This is a general expression to denote 
the accidental meeting of two unin- 
sulated conductors, or wires. There 
being no resistance at this point to pre- 
vent an excessive flow of current, a 
fuse is melted and acts to protect both 
wires and appliances. 
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For Sales you 
are losing now- ,; 


00 





The quality machine that’s 
priced at half its value! 










Sells right over the counter: 


The Cleveland is the new model made at the 
request of hundreds of dealers all over the 
country. It’s the machine for the big public 
who want a real quality cleaner and cannot 


afford a real quality price. 
Selling Points 


Cleveland Suction Cleaner Co. 


ee 


The Cleveland has the features that house- 
wives recognize at once as quality. And its 
$25.00 price is a sales-clincher. Its manu- 
facturers have put it out at this price only by 
keeping distribution costs exceedingly low 
—no house-to-house canvassing or other ex- 
pensive methods—and by maintaining a 
steady, large production. 


Get busy. Write today for the valuable 
franchise. Stock up—and grab those sales 
that are slipping out of your hands every 
single day! 





Cleveland, Ohio 





The Cleveland is the 
product of one of the 
largest vacuum cleaner 
factories. 







It has powerful suction. 


It has a G-E type motor. 






It is light and easy to 
use, 










It is sold under a written 
guarantee. . 










It will be serviced by 
45 stations in principal 
cities. 











It has an efficient set ot 
attachments that sell for 
$5. 

































Packing Customer Appeal into the 


42 


Electrical Goods Ad 


Carefully Selected Items Featured Regularly in Newspaper Space 
Will Eventually Increase Volume on Electrical Goods and 
All Other Types Featured with Them i in the pone Copy 


ciples which may be safely ap- 
plied to the advertising of elec- 
trical goods. These principles apply 
only to newspaper advertising used by 
retail stores to reach local customers. 

In reading what follows it is well to 
keep in mind that an advertising prin- 
ciple is not to be confused with an ad- 
vertising rule. Rules can be applied in 
specific cases—the advertising of a spe- 
cific store with a specific problem; a 
specific rule, applying as it does to a 
specific store, is dangerous for another 
store to follow, especially a store in the 
same city. On the other hand, there is 
no danger in following an established 
principle, provided its application is 
understood. 

Electrical goods are carried and sold 
by several types of retail stores—de- 
partment stores, furniture, hardware 
and specialty electrical stores. If all 
these types of stores use newspaper ad- 
vertising, it is to be supposed the ad- 
vertising is directed toward customers 
—possible users of items of electrical 
goods. The broad purpose of the ad- 
vertising is to acquaint the public with 
the fact that a store carries electrical 
goods, and to influence it to come in 
and buy. 

How much the public will buy from 
a given store’s daily advertising main- 
ly depends on the size of the popula- 
tion and the number and kind of com- 
peting stores in the city. 

This brings up the first principle of 
the advertising of electrical goods: In 
small and medium populations, 20, 50 
and 70 thousand, it is profitable to ad- 
vertise two to six items of electrical 
goods three times weekly, if space is 
used five days a week. 

In bigger populations, 80 to 150 
thousand, the same schedule may be 
used three times weekly, but with half 
the number of items. This applies par- 
ticularly well to department stores 
carrying a fairly complete stock of 
electrical goods. It applies to specialty 
electrical stores if the range of items 
carried is fairly broad. . 

As a rule, individuals buy electrical 
goods only a-few times a year, except 


"T eiptes are three practical prin- 


By Guy Husparr 


accessories and supplies, and for that 
reason the aggregate purchases of a 
community will run to peaks about once 
a week in a given store, but it requires 
three to six advertisements to center 
interest in a specific store’s goods on 
the basis of prices and value. 








Pointers for the Retail 
Advertising of Elec- 
trical Goods: 


q When a general line is 
e carried, the best results 
are obtained from advertising a 
few items three times weekly if 
the store uses newspapers on an 
‘ average of five days per week. 
This holds good for hardware, 
furniture, specialty and .depart- 
ment stores in populations up to 


90 thousand. 
9 Electrical items in the ad- 
© 


vertisement increase the 
drawing power of all other items, 
and a portion of the day’s sales 
should be credited to such items 
whether or not sales in electrical 
goods increase for the day. 


3 It is profitable for stores 
* 


carrying electrical goods 
to keep a record of sales every 
day, comparing the volume on 
days when electrical items were 
advertised with those when none 
was advertised. In this way the 
advertising value of different 
items and price ranges finally 
may be determined and used 
as a guide. 








The second principle of good elec- 
trical advertising applies no more .spe- 
cifically to electrical goods than to any 
other kind sold at retail, but it is one 
which should be understood by any 
store that advertises electrical goods. 
This is the priticiple: 

When an item of electrical goods ap- 


pears in an advertisement, it should be 
credited with a certain percentage of 
the day’s volume whether or not the 
specific item was sold in large quanti- 
ties or at all. This principle is referred 
to here for the reason that many retail 
advertisers lose faith if an item adver- 
tised does not sell as they think it 
should. This attitude is bad for the 
store’s business and for its advertising 
policy. 

When an advertisement is run, sim- 
ilar, for example, to the one of Vande- 
ver’s, Tulsa, Okla., with six items of 
electrical goods and twenty items of 
other goods, each item of electrical 
goods should be credited with a certain 
percentage of all the volume done for 
the day as a result of that advertise- 
ment. While this is a department store 
advertisement, the principle is the same 
for a specialty store in whose adver- 
tising all the items may be electrical, 
in which case the credit is divided up 
between all the items, those which ac- 
tually move receiving credit in propor- 
tion to the volume done on them. If 
other than electrical items are run in 
a specialty store advertisement, the 
principle is the same as it is in the de- 
partment store advertisement. 

That much for the principle of cred- 
iting an item with a proportion of the 
volume returns. 

The third principle has to do with 
the mechanical details of an advertise- 
ment designed to advertise electrical 
goods. This is the principle: 

Make the advertisement seem like an 
electrical goods advertisement if it is 
all electrical goods; and if only part 
of it is electrical, make that part seem 
as though it were intended to interest 
people in electrical goods. 

People are interested and buy elec- 
trical appliances because of what the 
appliances will do—the kind of need 
they supply. All electrical appliances 
supply what may hest be described as 
convenience and utility heeds. To tell 
about these things, clear, practical copy 
is needed. Copy which makes the pros- 
pective purchaser see herse If usingan 
electric iron, an electric toaster or 
cooker, an electric vacuum cleaner or 
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‘The GREATEST YEAR /| 


of the Greatest Cleaner , 
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One in every four electric vacuum cleaners of all makes sold in 1924—or, 
according to the most reliable figures available, a full 25% of the total year’s 
sales of the entire electric cleaner industry—were Grand Prize Eurekas. 


Another amazing year has just furnished indisputable and conclusive proof of Eureka’s sales 
supremacy—and has blazoned across the sky of electrical America the latest and greatest 
of the long list of Eureka selling achievements. 

Few men in the electrical appliance industry would have conceded, even a few years ago, that 
it would be possible to sell practically a quarter of a million cleaners of a single make between 
January Ist and December 31st. 

Yet so sensational has been the onrush of Eureka popularity and so astonishing the results of 
Eureka merchandising that this Grand Prize Cleaner has already attained this stupendous 
volume of sales, and has thereby established its right to be known as the world’s fastest selling 
electric cleaner. 

More than a million homes are Eureka-cleaned—and this number is growing by leaps and 
bounds. The thoroughness with which the high powered Eureka does its work and the match- 
less service it renders for so many years are at once the secret of its tremendous past success 
and the guarantee of an even more brilliant future. 


The opportunity to share in this future is one which no dealer in any of the major home ap- 
pliances can afford to neglect. Write or wire the factory for an early appointment with the 
Eureka sales manager in your territory. 


EurEKA VACUUM CLEANER Co., Detroit, U.S.A. 


Makers of Electric Vacuum Cleaners since 1909 
Canadian Factory, Kitchener, Ont.; Foreign Branch, 
8 Fisher Street, Holborn, London, W. C. 1, England 
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washing machine, percolator and so on, 
is bound to prove the most effective. 

Interesting advertising copy needs 
good cuts to go with it. These are not 
always found in the advertisements of 
hardware, electrical and furniture 
stores, just as they are not always 
found in department store advertise- 
ments. But when they are present in 
advertisements, those advertisements 
will always draw better in volume and 
build prestige more surely and rapidly. 

To illustrate some of the _ points 
brought out in the foregoing, several 
retail advertisements are herewith re- 
produced. It is not the purpose here to 
comment on the merits or demerits of 
these advertisements so far as mechan- 
ical detail goes. They were selected 
solely to illustrate various methods of 
selecting items. One advertisement 
features only one item, a washing ma- 
chine; another has 16 
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are designed to interest the customer 
in electrical goods. In this respect 
the ads. serve the same purpose. 

The small advertisement of Straw- 
bridge & Tredway advertises an elec- 
tric washer. If this store carries a 
general line of electrical goods, then 
the results from the space used wouid 
be better if five or six other items 
were advertised. Hallett’s, a hardware 
store advertisement, features. bulbs, 
electric irons and electric fans with 
other items of hardware. These three 
items ought to increase the normal re- 
suits from such an advertisement. 

Gross Hardware has in its adver- 
tisement 10 electrical items grouped in 
one section—enough items to bring a 
good day on everything advertised. 

Vandevers, a department store ad- 
vertisement, has five electrical goods 
items, all lamps, and items from gen- 

eral departments. Bas- 





items, three of which 


are electrical; another lien 


has 73 items, 10 of which 


are electrical; another 
has 26 items, five of Save 
which are electrical; Mother 


and another has 3 items, aereas 
all electrical. 

No comparison can be 
made because, with the 
exception of two hard- 
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_Strawbridge & Tredway 
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ing an opinion on the 
drawing value of the 
items, this kind of ad- 
' vertisement ought to 
bring a high rate of re- 
turns for _ electrical 
goods generally, as well 
as for the lamps. 
Schroder Brothers Co. 
specialize in a full-page 
advertisement on buse- 








ware stores, the adver- 
tisements are from 
stores of different types 


Strawbridge & Tredway’s 
Ad—featuriny a washer 


. ‘ hold electrical appli- 
ances—suction cleaners, 
washers and _ironers. 





—specialty, electric, fur- 
niture, and department stores. But the 
items in the advertisements of each 


This type of advertise- 
ment should create a definite interest 


in the goods of the department, and lead 
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Vandevers’ Ad—Department store copy 

which should bring high rate of re- 

turns for electrical goods as well as 
for lamps 





to many direct inquiries. If the depart- 
ment carries a general stock of elec- 
trical goods, the ultimate results will 
be good whether or not immediate sales 
are made. 

The one point illustrated by all these 
advertisements is this: They create a 
definite interest in a type of goods 
which has a broad and continuous ap- 
peal to a wide class of customers and 


particularly to what is known as fam- 


ily or household trade—big purchase 
trade the year around. 
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Hallett’s Ad—Good hardware store 





Schroder Brothers Co. crease oe on 


household electrical appliances, which s 


create a definite interest in the goods of the 


electrical appliance department 


copy featuring bulbs, electric irons 
and electric fans with other items 
hould of hardware. The electrical items 
should increase the normal results 
from such an advertisement 
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Gross Hardware Ad—Ten electrical items 
“na gona in one section—enough items to 
ring a good day on everything advertised 
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More Talking Points 
Than Any Other 


Cleaner! 


Made for 15 years by a 
reputable company. 


Guaranteed fo r TWO 
YEARS. 


Oversize 1/5 H.P. AIR 
COOLED motor. 


Non-cramping Pistol grip 
handle with convenient 


Push Button Switch. 


Full 14-inch Aluminum 
nozzle streamlined to 


give sweeping lines. 


Rollers are set back from 
the nozzle leaving long 
nozzle points free to get 
into corners. 


Special adjustment to raise 
or lower nozzle for dif- 
ferent rug nap _ thick- 
nesses. 


Finest aluminum castings. 


Double, detachable, self- 
cleaning brush. 

Tested and approved by 
famous Institutes and 
declared safe by Under- 


writers Laboratories. 











The $55 JEWEL Electric Vacuum Cleaner 


NOW ONLY 


9" 


Complete with Attachments $44.75 





This makes the Jewel the lowest priced 
high-grade cleaner on the market. 


Its two-year guarantee proves it is built 
up to a standard of quality and not down 
to a price. 


JEWEL], 


Electric Vacuum Cleaner 


62% of the people living in your city are still without Electric Cleaners. 


These are the wise buyers who have been waiting for more value for 
their money! 


The new LOW PRICE of the JEWEL will enable you to sell these 
people. 


NOW is the Big Season 
for Electric Cleaners! 


During March, April and May hundreds of people in your city will 
buy cleaners for Spring Housecleaning. Get the Lion’s share of this 
business by handling the JEWEL and appealing to their desire for a 
bigger dollar’s worth! 


JEWEL Policy Enables you to Defeat Direct-to-Consumer 
Mail Order Competition 


The JEWEL is not sold to Direct-to-Consumer mail order houses 
either under its own or any other name. This policy forestalls any pos- 
sibility of this cleaner being offered to your prospects for less money 
and enables you to offer people who usually trade with direct-to-con- 
sumer mail order houses a bigger, better cleaner than they could get 
at such houses at anywhere near the same price! 


We Have a Special Proposition to Offer You 


Get it through your jobber or write us—Direct. 


CLEMENTS MFG. CO. bore Distance 


elephone 
608 Fulton Street, Chicago, Ill. Monroe 6606 
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From the Woman’s Point of View— Il 
Choosing the Right Kind of Sales People 


ANY and varied have been the 

theories advanced on the very 

interesting subject of picking 
the right kind of sales people for the 
electrical department. What I am 
about to write is not my theory, but 
a statement of facts based solely on 
investigation, of the type of sales peo- 
ple we women like to meet when we 
go into your shop to spend our per- 
fectly good pennies for household elec- 
trical appliances. 

If what I shall say here does not 
seem entirely reasonable—don’t ac- 
cept it—conduct a little adroit investi- 
gation of your own among women of 
your acquaintance. Indeed, I believe 
if more men whose work it is to sell 
to women would follow this bit of ad- 
vice, much of their stumbling up the 
ladder of business success would be 
eliminated. This, however, appears to 
be the last thing to enter most men’s 
minds, with the exception, that is, of 
those who are fortunate enough to 
have their wives in business with 
them, or those others who treat their 
wives as pals rather than something 
between a goddess and a moron. 


Preference Shown for Saleswomen 


Household electrical appliances are 
one of several commodities which most 
women prefer to buy from women 
rather than men. In a sense, this 
tends to explode the generally accepted 
theory that men are more successful 
in selling to women than are women. 





“Few women have faith in the average 
man’s housekeeping” 


Far too much stress has been laid on 
what sales analysts like to call, this, 
our weakness. To be sure, there are 
some things which we would rather 
buy from men, but I fear electrical 
appliances are not among them. 

The purchase of an electrical ap- 
pliance to most women is a real thrill. 
Though a thrill not devoid of certain 
elements of chance. This might be 


By EtHet Wan-REssEL CHANTLER 


traced to the relative novelty of elec- 
trical appliances. It is my belief that 
today every woman living in an elec- 
trified home is looking to the time 
when she can own at least several of 
these silent helpers. When, however, 
this desire is about to be realized her 
thrill of joy is slightly overshadowed 
by her meagre knowledge of the pros- 
pective purchase and the feeling that 
she will be entirely at the mercy of 
the salesman. 

Few women have faith in the aver- 
age man’s knowledge of housekeeping, 
and for that reason are not likely to 
put much credence in what he says. 
But if the sales person happens to be 
a woman, particularly one who seems 
to have had a speaking acquaintance 
with housekeeping, the purchaser feels 
relieved. With the saleswoman’s help 
she may, after all, make a wise se- 
lection. 


Talk Housework, Not Electrical 
Engineering 


Another reason why the man clerk 
is not a happy selection for the elec- 
trical department is that, as a rule, 
he inclines to lay undue emphasis on 
technical details which are nearly al- 
ways of secondary interest to the 
housewife. Also, there is another rea- 
son, even more significant. Man’s 
opinion to the contrary notwithstand- 
ing, the maiority of women do rea- 
son—and those who don’t, arrive at 
their convictions intuitively—in either 
case, the convictions are very real. 
Thus the incongruity of a man dem- 
onstrating and _ selling devices _ in- 
tended to become such an _ intimate 
part of the housewife’s existence cre- 
ates an unanticipated sales resistance. 


The Right Type of Saleswoman 


All of which I think tends to ex- 
plain that in the final analysis we 
women do not concern ourselves at 
all about how the device was made 
nor how it works, which proves that 
our proverbial curiosity is not all em- 
bracing. Our only concern is—will it 
do our particular work satisfactorily 
—and will it solve my particular prob- 
lem? To answer intelligently, the 
clerk needs to be told what the prob- 
lem is, and women are not at all in- 
clined to confide their household prob- 
lems to a man who, due to a lack of 
personal experience in this direction, 


they feel could not appreciate them. 

In fact, we are not always inclined 
to even discuss our problems with all 
women, but only those who appear as 
though they could understand and aid 
in solving them. Again, happy is the 
man whose wife is sufficiently inter- 
ested in his business to help him select 
the right type of woman. For few 
men’s judgment can be depended upon 


0\9 You ADVERTISE 
FoR A MAID 2 ] NOT 50 BAD! 


+s. em MM: “ZA 
re 


Wor gotes! NOLSO / 







hh AB 
? 
Py) ) ) | 
\ly 
“, 


_— 












mer 
oil (Ax ‘ 
aS 
> eet 
aa we 


















{ - 
-—_— 
y \ : —_— / 
(ft MW : 
( . 


, 






eed 


“i Y a 





“Few men’s judgment can be depended 
upon to choose a woman who would ap- 
peal to women!” 


to choose a woman who would appeal 
to women and not to men. In other 
words, she should be what is known 
as a woman’s woman—a type which 
men rarely appreciate. 

A preference should be for the older 
woman who has had, or appears to 
have had, some training in housekeep- 
ing, who looks sufficiently wholesome 
to inspire confidence, and with whom 
women customers would not hesitate 
to consult regarding their individual 
problems. For as I have mentioned 
before, electrical appliances are com- 
paratively new, and housewives are 
purchasing them somewhat on faith. 

Another advantage in employing a 
woman of this type is that usually 
she will take her work more seriously, 
and is more likely to be permanent. 

In a sense employing a young girl 
is little better than employing a man. 
An experienced housewife would 
never dream of taking the word of 
either for anything appertaining to 
housework, and would think it pre- 
sumptuous if a young girl or man of- 
fered counsel or advice. For the 
woman who has gone through the mill, 
so to speak, feels that no one, unless 
they have actually been in harness, 
can quite understand. In which she is 
perfectly right. We want to do busi- 
ness with a fellow sufferer to whom 
our problems are real, and to whom 
we can tell our problems and be guided 
accordingly. 
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fills the gap be- 
tween the elec- 
tric grill and 
the electric 


range. 











FULL 
SIZE 
OVEN 














operates on the 
receding 
or “‘stored-up”’ 
heat principle, 
from any light- 
ing circuit. 
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Dealers and Housewives Alike Have Long 


Waited for Just Such an Electric Utility 


The THERMAL has 3 heating units— 
two in the oven itself (at top and bot- 
tom) and a unit on the outside top for 
quick frying, boiling, etc. All units con- 
trolled by “Diamond H” three-heat re- 
ciprocating switches, enabling the house- 
wife to turn the heat ‘up’ or ‘down’ as 
desired. 


The THERMAL is conscientiously well- 
made; all material, including aluminum, 
steel, wire, switches, etc., being of the 
very best. Beautifully enameled in 
white, with trimminess of gray and 
nickel, the THERMAL is a kitchen unit 
of real beauty. 






Cut showing 
THERMAL with 
side arms (gas 
attached.) Side 
arms with electric 
heating units can 
be furnished if 
desired, 





THERMAL’S full size oven (made entirely 
of aluminum) is large enough for cooking 
meals for the entire family. Just the turn 
of a switch by the housewife, and the meal 
will be ready when'she wants it. No looking 
in the oven—no fretting’ or worrying about 
the outcome of the meal. And best of all, 
she knows the fuel cost is the lowest of 
all electrically operated stoves, due to the 
THERMAL’S “stored-up” heating principle. 


SIDE ARMS OF GAS OR ELECTRIC UNITS 


The THERMAL can be furnished with side 
arms (with either gas or electric heating units) 
at but little cost, and these arms may be 
quickly attached. 


WRITE FOR COMPLETE DETAILS 





Thermal Electric Corp. 





CINCINNATI, OHIO 











48 





A Radio Department Without Parts Is Like 
a Locomotive Without the Tender 


It Will Choo Choo Along for a Time but You've Got to Have the 
Fuel on Hand in Order to Keep the Thing Going—And Parts 
Are the Fuel of a Well Run and Profitable Radio Department 


HIS question as to whether or 

not a radio department should 

handle parts is one that has been 
asked so often—and one which we feel 
is so important—that we will discuss 
the subject in the open so as to let you 
decide the question in your mind. 

As we see it, after a most careful 
study of the subject, there is no ques- 
tion but that radio parts are a logical 
and a profitable line for every store 
operating a radio department, no 
matter how large or small it may be. 
There are plenty of good, common- 
sense reasons for our statement, a few 
of which are presented here so that 
you can see for yourself just how we 
arrive at such a conclusion. 

In the first place, it has been, is, 
and always will be the nature of man, 
both young and old, to “make things 
for himself”’—and the girls jof today 
are not so far behind in this human 
trait. If you haven’t thought along 
these lines before, check up on your 
sales of pliers, screw-dfivers, bits, 


By ARTHUR SINSHEIMER 


nickel-plated screws, bus bar, solder 
and a hundred and one other such 
items and see whether you sold them to 
carpenters, electricians and _ other 
tradesmen—who are really miniature 
manufacturers when viewed from the 
standpoint of making’  things—or 
whether quite a number of your sales 
weren’t to men and boys who wanted 
the tools to tinker their own jobs with 
—and a lot of them, you can bank on 
it, were radio jobs. 

Then look at all the radio publica- 
tions, the general magazines’ with 
radio departments and even the daily 
newspapers, almost every one of which 
carries a radio section. There isn’t 
one of these that doesn’t show pictures 
and diagrams, with full working in- 
structions, for all kinds of new circuits 
and trick hook-ups. Now these are not 
shown simply to fill up space—they 
are there because they have what is 
called “reader interest’”—the publica- 
tion knows what its readers want and 
gives it to them. And why would the 











A carefully selected stock of parts certainly does belong in your radio depart- 
ment, if you are out to make all the money there is in radio merchandising 





reader want diagrams if he wasn’t 
interested in building some of them into 
sets? Another good reason why some- 
one must be ready to sell him the parts 
he’ll need to do the job—and it might 
as well be you. 

Another thing to bear in mind is that 
radio parts are repeat sales merchan- 
dise. The young circuit hounds are 
everlastingly buying transformers, 
sockets, coils, condensers, dials and 
whatnots in order to tackle other new 
circuits which they see featured in the 
magazines and papers—and there are 
a lot of “papas” doing the same thing 
and calling it a hobby. The funny 
thing about it is that very few of these 
parts are ever salvaged and used in 
the next tryout, which means that the 
buying of parts goes on continually. 

Kits are another phase of the parts 
department. We’ve watched this par- 
ticular division of the radio business 
from its first inception some two and 
a half years ago, and we hardly need 
tell you how it has grown. There are 
kits that comprise special units to be 
used in conjunction with other parts 
to build a particular circuit, and there 
are kits complete to do a finished job. 
No matter how you look at it, these 
are “parts” business, and they are 
having a tremendous sale right now. 
They are so much in demand that some 
manufacturers of finished sets are now 
putting out kits in order to get some 
of this “parts” money—another reason 
for you to watch this end of the busi- 
ness. 

There are plenty more reasons why 
you can’t afford to run a radio depart- 
ment without carrying a well-selected, 
standard line of parts—not necessarily 
a stock of everything that’s made, but 
a representative line or two comprising 
the most called for items, with a few 
special numbers that you feel will in- 
terest your particular customers. Of 
course there are a lot of people who 
wouldn’t think of building a set, and 
they start right out with a manufac- 
tured job. But keep in mind the other 
element who “roll their own” and make 
your radio department cater to them. 
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HORTON No. 33—the acme of 
perfection in dolly type electric 
washers. Retail price $85.00. 
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HORTON HOME IRONER 
Winch roll. Irons everything per- 
fectly. Retail price $140 [gas heat- 

ed); $175 (electrically heated). 


— meets the requirements of the 





HORTON he 
MIRACLE WASHER No. 22— 


the highest grade hand operated 
washer. Retail price $18. 





HORTON “PEERLESS” 
WASHER No. 30—Water Pow- 
er. Requires only 25 lb. pressure. 
Retail price $22.50. 


nation’s leading jobbers 


OU, Mr. Dealer, can profit by the discrimination and expen- 
ence of the country’s leading Jobbers. They have selected the 
Horton in preference to other makes of Washers and Ironers. 


Jobbers are very exacting in their demand for quality, efficiency 
and the reputation of the manufacturer back of the product. 
Horton jobbers have found that the Horton line measures up to 
. these requirements and more. This is why they have adopted 
Hox: ~n as their leading line of Washers and Ironers. 

Whether it be a Horton wood tub washer, whether it be a 
copper tub model, rest assured it is the finest of which the heart 
and hand of man are capable of building. 

The Horton line is complete. Three different models of dolly type 
washers to offer city or farm prospects. Three models of electrically 
driven washers in dolly or suction cup types: Two models of 
ironers each with a full open end which irons everything. 

In every section of the United States—in every jobbing center, 
strategically located to give immediate service—is located a leading 
Jobber who distributes the complete line of HORTON Washers 
and Ironers. 

If you do not know the one nearest you write us. We will gladly 
advise you together with full details regarding the Horton line. 


HORTON MANUFACTURING COMPANY 
3130 Fry Street Fort Wayne, Ind. 





HORTON WASHER No. 
35—Single Cup Vacuum type, 
hand power. Retail price $20, 





HORTON IRONER—42 
inch roll $145; inch roll 
$155; (gas heated). 


(O ror EVERY PURSE AND PURPOSE THERE IS A HORTON WASHER AND inonenO) 























Effective Displays for Electrical Goods 


The Utility and Attractiveness of Electrical Goods Can Be Brought 
More Forcibly to the Customer’s Attention by Displaying 
Them Against a Background of Other Merchandise 


other household merchandise, the 

dealer should distinguish between 
what may be called a pleasing display 
and a display effective mainly for the 
selling of electrical goods. The win- 
dow dresser can make up a splendid 
display of an interior: he will employ 
well designed electrical fixtures and 
lamps, and these illuminate various 
pieces of furniture. The passerby 
gazes in the window and often mani- 
fests visible signs of pleasure at the 
fine arrangement. But such a display 
really draws attention to the general 
character and reputation of the store’s 
merchandise rather than emphasizing 
any particular line of goods. An effec- 
tive display always seems to allow some 
one thing to remain in the customer’s 
mind. At some time or other that per- 
son will buy the article which has been 
so well fastened to his attention. 


One Helps Display the Other 


A New York department store de- 
votes almost an entire floor to the effec- 
tive display of shaded lamps. Lamps 
and lamp shades are arranged in 
groups, each group illuminates some 
special class of merchandise. Walking 
through the floor, one naturally 
marvels at the excellent variations of 
the idea. On one table, Dresden 
figures of crockery are illuminated by 
lamps, the shades of which are made of 
ruffled silk and tinsel, blending in color 
and form with the flowing dresses worn 
by the figures. To buy the figures 
without the lamp seems quite unsatis- 
factory, so well do they enhance the 
beauty of each other. On another 
table, ash trays and desk articles are 
associated with a group of lamps of a 
more severe and dignified character. 
Other lamps are matched to glassware 
sets. Several tables have been ar- 
ranged to show that there is an 
appropriate lamp for various table 
ware sets. 


|: displaying electrical goods with 


Arrangement of Groups 


Let us assume the dealer wishes us 
to carry out a sales campaign for a 
lamp of the adaptable type—the sort 
people like to attach to bedposts, edge 
of tables, etc. How will the dealer suc- 
ceed in putting over the idea of this 
lamp against a background of other 
merchandise? First of all, he should 


avoid a common error too often com- 
mitted by the indiscriminating store 
dresser. It consists in showing one 
article with too great a variety of other 
merchandise. This procedure destroys 
the effectiveness of the dominant 
article. If you are interested in con- 
veying, for instanze, the multiple uses 
this lamp affords, display the proper 








SELL THE IDEA! 


ODERN advertising prac- 
tice strives to sell the 
effect of the article on the 
customer, rather than sell the 
article itself. The Simmons 
mattress people have not sold 
a single mattress, so far as 
they know, on account of 
their advertising. But they 
have advertised SLEEP! And 
Simmons mattresses have 
been sold entirely on the idea 
of sleep. 

The idea of effective dis- 
play, as outlined in the ac- 
companying article, is not 
meant as a substitute for the 
seggregated electrical depart- 
ment. This article does not 
advance the argument that 
electrical goods should be dis- 
persed among other’ mer- 
chandise, please understand, 
but it does emphasize the 
selling advantages when elec- 
trical goods are displayed in 
conjunction with other mer- 
chandise under certain con- 
ditions. 








articles, not merely those to which the 
lamp can be fastened to. Show it with 
a hospital table; over a medicine chest; 
on an armchair; the sewing machine; 
bed post, etc. This is a good method 
to give a specially low priced standard 
article a wide appeal. On the other 
hand, prove for the customers that the 
adaptable lamp is not just a rough and 
ready fixture; that there are different 
designs and finishes which make these 
inexpensive lamps excellent companion 
pieces to furniture. But in this case, 
display only furniture! 


Visualize the Effects for Customers 

Avoid the mixing of groups; the 
more consistent you are the more in- 
tense will be the sales effect. 

The dry goods dealer and depart- 


ment store can enjoy certain advan- 
tages which are entirely beyond the 
possibilities of the hardware merchant. 
By making use of the merchandise the 
large store is able to show the effect 
electrical goods will have in the cus- 
tomer’s home. The dealer has made 
half the sale when he can visualize 
that effect for the customer. The cus- 
tomer’s task to buy the proper elec- 
trical article is made much easier be- 
cause he can see an approximate re- 
production of conditions in his own 
home. The thoughtful merchant dis- 
plays electrical goods in conjunction 
with furniture and household articles. 
The customer is bound to buy with 
double assurance, his own home being 
a standard for reference. 


One Helps Sell the Other 


A lamp harmoniously matched to an 
armchair, and the armchair acquires a 
quality of comfort which somehow it 
did not have before. In any well- 
furnished home, a chair, a sofa, or a 
table seems inseparable from the lamp 
which stands by or may rest on the 
table. Shaded lamps therefore serve 
other uses besides giving a soft restful 
light. If we notice a_ particularly 
sumptuous table set, we are likely to 
search for the cause in the fine glazing 
of the lamp which illuminates the 
silver and glassware. The character 
of genial comfort is sought in other 
things than the heavily upholstered 
furniture. When both household 
articles and electrical illuminants are 
in themselves attractive, each enhances 
the other’s fine points. They recipro- 
cally create for each other attractive 
features which we would not ordinarily 
perceive when they are separated. 

Radio lends itself particularly well 
to this idea of combination displays. 
Radio sets may be shown on special 
radio tables or even standard tables, 
and also with other furniture to lend 
the proper atmosphere. As often as 
not the radio buyer will want a table 
or cabinet for his receiver. 

In the display of radio parts and the 
so-called “kits,” it is well to show tools, 
solder, flux, blow torches and other 
equipment with which to do the work. 
Aside from adding a touch of realism 
to the display, the tools and equipment 
are given that much more of an oppor- 
tunity to sell themselves. 
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On the Store Floor— 
or at the Back Door! 


You find washing machine business by going after 
it! ‘The Savage Washer and Dryer, with its startling 
demonstration, its 30 and more points of superiority, 
its simplicity, makes it easier to interest—and close | ream 
? Washes, blues, rinses and dré<s entire 
prospects, however and wherever you sell—and keep _tubsful at a time (7 large sheets ca- 


. . pacity) without wringing, or even 
them sold with least service. putting the hands in the water. 
Washes and dries pillows, blankets, 
comforters, rugs, etc., as well as the 
weekly wash. 





A Few of the Many Savage 
Sales-Making Advantages 


Many foremost department and hardware stores are _ 
. ; ‘ ‘ Nothing to remove or replace between 
making the Savage their washing machine leader. _ processes. 
Why not get the Savage story, then demonstrate the —_‘¢ver needs the oil can. 
: Its flat white top makes a fine table. 
Savage to yourself? Use this coupon, or your busi- only five units—tto operating springs. 


reversing, rocking, plunging or 


hess letterhead. wringing mechanism. 





Peers ee eee eee eee sees eee eee ey 





P VY J yY 4 7 

A\¢ k WA SS IEUE IR : SAVAGE ARMS CORPORATION 
A A Y yj A & IDR Y Ke : " a se i N. _ . 
send me e whole Savage Story! a 
HAS NO WRINGER—NEEDS NONE! : 
‘ 

Ns on iu pebenvvnsnbnenadseeeensecenens bacencteusis 
Designed, built and GUARANTEED by SAVAGE ' 
ARMS CORPORATION ; tested and approved by = - 
Good Housekeeping, Tribune (N. Y.) Institutes, : - | 
Priscilla Proving Plant, Today’s Housewife, the Bil vavasassvardassiavedaeces Miltbinieces.e.asveaee : 
Home Maker’s Bureau and leading authorities. a ata a 
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= Electrical Profit Makers 


a A department devoted to new electrical and radio items which offer 
new merchandising opportunities for progressive retailers 
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Radio receiver which combines 

selectivity and sensitivity with 

good appearance and simplicity 
of operation 


A Five-Tube Radio Receiving Set 


HE three things sought in the 
jw receiver of today—selectiv- 
ity to work through local stations, sen- 
sitivity to reach out to distant stations, 
and tone quality to give us music 
rather than plain noise—are said to be 
found in the Kennedy Model XV. 


This receiver uses two stages of 
tuned radio frequency, a non-regener- 
ative detector tube, and two stages 
of audio frequency amplification. An 
unique feature is the graduated selec- 
tivity control which fixes the degree of 
selectivity for the local conditions un- 
der which the set is to be operated. 
At the low point of the control, the set 
is claimed by the manufacturer to be 
quite selective, but as this is ad- 
vanced the tuning becomes super-se- 
lective, enabling the operator to tune 
out interfering stations easily. When 
this selectivity control is once adjusted 
to the best point for local conditions, 
including the particular antenna to 
which it is connected, it does not re- 
quire further adjustment. Only two 
controls are used for tuning. Where 
an outdoor antenna is not feasible, a 
loop may be employed. 

The matter of appearance has been 
well taken care of in this receiver. The 
highly polished formica panel slopes at 
the usual Kennedy angle, making for 
good appearance and convenience in 
operating. Cabinet is of solid mahog- 
any, beautifully finished. Made by 
Colin B. Kennedy Corp., St. Louis, Mo. 





An Interchangeable Reflector 
Heater Element 
N interchangeable reflector heater 
element which fits most makes of 
reflector type heaters has been intro- 
duced by The Waage Electric Company 


of Chicago, Ill. Since most heaters are 
now provided with socket mountings, 
all that is necessary to replace the 
burned out element is to unscrew it and 
screw in the new one. The inter- 
changeable reflector unit is of sturdy 
construction and lasting qualities. The 
wattage is 660. These elements are 
packed in attractive individual boxes 
and there are twelve boxes in an at- 
tractive counter display case. The re- 
tail price is quite low, which should 
insure ready sale. 





A New Gas-Heated Electric Ironer 


OR hotels, hospitals, commercial 
laundries and institutions of all 
kinds whose ironing requirements are 
heavy, there has been placed on the 

















This sleste ic ironer, gas-heated, 
is intended for heavy ironing re- 
quirements 


market the six-roll ironer’shown in the 
accompanying illustration. It is claimed 
that linens may be taken direct from 
extractor or wringer and will be 
dried and ironed by running through 
once. This machine, which is gas- 
heated, is built in three sizes, namely, 
60, 80 and 100 inches long. Made by 
the Chicago Dryer Co., Chicago, IIl. 





Speaking of Hot Cakes, Here’s 
an Electric Griddle 


NEW electric griddle has recently 
A been brought out by the National 
Stamping and Electric Works of Chi- 
cago, and is being featured in their 
advertising. This device is made of 
solid aluminum, heats quickly and re- 
quires no greasing. It bakes the cakes 
“piping hot” right on the table without 
smoke, dirt or odor. The electric grid- 
dle is attractive in design, and is con- 
structed of pure, seamless, thick-walled 
aluminum. 








New Washing Machine of Cen- 
trifugal Drying Type 

LLUSTRATED below is the Whirl- 

dry washer which has just been 
announced by the George W. Dunham 
Corporation of Utica, N. Y. This 
washer is of the centrifugal drying 
type. The complete washing, drying 
and rinsing operations take place in 
the spinner basket and not in the main 
tub or tub water, while a continuous 
stream of fresh water constantly cir- 
culates through the clothes. The main 
washing unit is a nickel plated copper 
gyrator, while the drying unit is a solid 
nickel plated copper basket without 
perforations in the bottom or sides. 
The tub is lacquered copper and the top 
is white enamel. This washer has a 
self-emptying unit which is said to 
drain the water to tub height, making 
it impossible to drain it at the same 
time that a fresh supply of water is 
being put in. 








Washing, drying and rinsing op- 

erations take place in the spin- 

ning basket of this electric 
washer 


Readers are invited to write ELEC- 
TRICAL Goops for information regard- 
ing electrical devices of all kinds. In 
touch with the electrical manufactur- 
ing field at large, ELECTRICAL GOODS 
can place you in touch with desired 
goods. 
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News of Electvical Manufacturers 


Who’s Who and What’s What Among Those Who Make and Sell Elec- 
trical and Radio Goods to Progressive Retailers 








A New President for an Old 
Company 
E learn that Mr. W. W. Miller 
of Wellsboro, Pa., has been 
elected president of the Federal Tele- 
phone & Telegraph Co. and of the Fed- 
eral Telephone Manufacturing Co., 
both of Buffalo. He succeeds the late 
Burt Gage Hubbell. Mr. Miller was 
president of the Birkett Mills of Penn 
Yan, N. Y., and of the Larrowe Buck- 
wheat Flour Corp., Cohocton, N. Y. 





New Factory for Heating 
Appliances 


HE introduction of several new 

products, together with the pur- 
chase of a $1,500,000 factory building, 
indicates that the Russell Electric Com- 
pany of Chicago intends to play a big 
réle in this year’s electrical business. 
Plans call for largely increased produc- 
tion as well as enlarged selling and ad- 
vertising programs. 





Increased Manufacturing Space 
for Expanding Business 


T is announced that the Jefferson 

Electric Mfg. Co. of Chicago has 
moved into its new factory, which 
provides greatly increased floor space. 
Originally, the company manufactured 
automobile ignition coils and small 
transformers for bell-ringing work and 
toy operation. Now the line includes 
practically every known type of trans- 
former and ignition coil. In addition, a 
department is given over to the design 
and manufacture of special transform- 
ers of every conceivable voltage. The 
Jefferson transformers are well known 
in radio circles. The rapidly developing 
oil-burner field is calling for certain 
types of specially designed transform- 
ers and ignition coils, which will re- 
ceive especial attention at the hands of 
the Jefferson organization. 





Another Vacuum Cleaner 
Manufacturer 


HE Hurley Machine Company of 
Chicago announces the organiza- 
tion of the Hurley Vacuum Cleaner 
Company. The new company will take 
over all of the parent company’s vacu- 
um cleaner business and will have its 


main office on the 18th floor of the 
Steger Building, Chicago. E. N. Hurley, 
Jr., for many years vice-president of 
the Hurley Machine Company, has been 
elected President of the new company. 





Moving the Main Office 


INCE Feb. 1 last, the main office of 
the Knapp Electric Corporation, 
well-known manufacturers of electric 
motors and electric toys, has been lo- 
cated in the company’s factory at Port- 
chester, N. Y. The office in the Bush 
Tower Building, 130 West Forty-second 
Street, New York City, has been re- 
tained with goods on display for the 
entire year. During the recent Na- 
tional Toy Fair the sales room was 
open for business, but since then it will 
be open only on special occasions or by 
appointment. 





Buffalo’s Rare Electric Show 


UFFALO rarely has an electric 
show, but when it does it’s a world 
beater! The first electric show was in 
1914, the second in 1919. The third will 
be held in the Elmwood Music Hall in 
that city, from April 23 to May 2. The 
show has been underwritten in an 
amount which insures its success. All 
branches of the industry are repre- 
sented. In addition, the cooperation of 
national manufacturers in the electri- 
cal industry has been assured. Infor- 
mation regarding space and exhibits 
may be obtained by addressing the Sec- 
retary of the Space and Exhibits Com- 
mittee, The Electrical League of the 
Niagara Frontier, 315 Jackson Build- 
ing, Buffalo, N. Y. 





A Recruit from the Publishing 
Field 


A. GROVE, for the past three 

e years advertising representative 
for the Curtis Publishing Company in 
charge of the Saturday Evening Post 
in the St. Louis district, has been ap- 
pointed manager of advertising and 
sales promotion for the Edison Electric 
Appliance Company of Chicago, manu- 
facturers of “Hotpoint” appliances. 
Mr. Grove, following his graduation 
from the University of Michigan, en- 
gaged in engineering sales work, sev- 
eral years of which were sjpent in the 
electric power field. 





A New Chicago Office and an 
Addition to the Sales Staff 


E learn that T. C. Smith & Com- 

pany of Philadelphia have op- 
ened a Chicago office in the People’s 
Gas Bldg., with Wm. V. Rudd as resi- 
dent manager. Furthermore, Wm. 
Bernard Clark has become associated 
with the company in the sales depart- 
ment. Mr. Clark for five years past 
has been the Philadelphia manager of 
the Waterbury Brass Corp., a subsidiary 
of the American Brass Co. T. C. Smith 
& Co. are best known as the manufac- 
turers of the “Real” universal appli- 
ance plug. They have recently brought 
out a new detachable universal switch 
for use in connection with appliance 
plugs. In brief, they specialize in “the 
six-foot zone between outlet and appli- 
ance,” manufacturing plugs, cord sets, 
cord switches, two-way sockets, and so 
on. 





As a Result of Remarkable 
Electrical Development 


LECTRICAL development has gone 
forward very rapidly during the 
past few years as indicated by the recent 
addition of two million meters upon 
lines of central stations, and also the 
sales of National Mazda lamps which, 
in 1910, were 32,000,000 lamps, but had 
increased to 144,000,000 lamps in 1924. 
This development has resulted in a 
great new lamp demand, much of which 
is in territories where the demand was 
previously limited. In order to serve 
these most rapidly growing lamp ter- 
ritories in the most effective manner, 
the National Lamp Works of the Gen- 
eral Electric Co. will establish three 
new sales divisions, namely: Southern 
Lamp Division, with general offices at 
Atlanta, Ga.; Southwestern Lamp Div- 
ision, Kansas City, Mo.; Northern 
Lamp Division, Minneapolis, Minn. In 
east central territory the Banner Elec- 
tric Division at Youngstown, Ohio, and 
Colonial Electric Division at Pitts- 
burgh, Pa., have been consolidated with 
general offices at Pittsburgh and will 
be known as the Allegheny Lamp Div- 
ision, National Lamp Works of General 
Electric Co. Each sales division of the 
National Lamp Works is qualified to 
give direct service on lamps and light- 
ing, and is under the guidance of a com- 
petent and experienced general man- 
ager. 
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White Cross Electric Stoves come in 1, 2, or 3 

burner sizes. No. 99, 1 burner, costs you $2.50, 

—— for $3.75. No. 100 costs you $3.90, retails 
or $6.00. No. 101, 3 burner, costs you $5. 20, re- 

ons for $8.00. Write for free illustrated folder 

describing all details of White Cross Electric 
anges. 





Here is a po ular model No. 102, 2 burner range 
with oven. Three heat control on all White Cross 
Ranges, two way connecting plug, standard 
mongtn asbestos lined heater cord. Constructed of 

gged. sheet metal, triple baked enamel finish 
with ighly cry nickel trimmings. Costs 
$9.10, ne ls for $14 we. 103, 3 Burner Range, 
costs $11.40, ty for 317 50. 





Full-sized Electric Range, with either two or 
three burners, oven and d shelf. Has all wanted 
refinements such as three ®t switch, giving 
slow, medium ¢ hot, as desired, long insulate 

cord and plu wo burner size, Model 104, costs 
you $13.00, se is Po $20.00. Model 105, 3 burner, 
costs $16.25, retails $25.00. All these ranges may 
be purchased on 30 day approval basis. 

















This Electric Griddle 
Will Make Money for You! 


No other single electric appliance has the sales appeal en- 
joyed by this White Cross Electric Griddle. Housewives 
buy it the minute they see it. The obvious advantages 
are apparent upon demonstration, and the price 1s well 
within the reach of everyone. This charming pancake 
griddle is 10” in diameter, exclusive of the handles. It is 
graceful in design, constructed of pure, seamless, rivetless 
thick-walled aluminum that will last a life-time. 


Sells Like Hot Cakes 


Everybody wants a pancake griddle. It is one of the greatest 
step-savers in the appliance field. The White Cross Electric 
Griddle heats quickly and requires no greasing. Burns no more 
current than an ordinary iron or toaster. Your customers will 
buy on first demonstration. 


You Make $2.25 on Every Sale 


Yes, there is a good margin of profit for you in this item. It retails for only $6.50, 
and you make a profit of $2.25 on every sale. You will be surprised at the quick 
turnover of this number. Pancake griddles are a year round seller, too. Order 
them on our special 30 day approval plan, introduce them in your store right away. 


Order on 30 Days’ Approval 


We will ship you 1, 3, or 6, or more White Cross Electric Griddles on 30 days’ 
approval. Show them to your customers. If you are not convinced that you 
can make more money with them than anything else on the appliance market, 
return them to us within thirty days and you are out nothing. You can’t lose 
anything by our plan. We give you plenty of time to sell them before you pay 
us. Send usan approval order today. START NOW TO MAKE MONEY 
THE “NATIONAL” WAY. 


Bulletin No. 36 giving complete line of White Cross 
Electrical Appliances is now ready for free distribution 


National Stamping & Electrical Works 


3212 West Lake Street, Chicago, Illinois 


Newer rmameine te cummin 

















| Stock Dry Batteries and They Sell 
Themselves 
(Concluded from page 38) 


Within recent years there has come into existence the: 
unit cell, which marks a definite step toward standardiza- 
tion in this field. Prior to the advent of the unit cell, the. 
retailer had to stock a large assortment of flashlight. 
batteries, so as to fit the various types of flashlights. But 
with the unit cells, of which there are two sizes, the re- 
tailer, with a small stock of rapidly moving dry cells so. 
as to ensure a fresh battery at all times, can refill any 
standard flashlight. One or more unit cells are slipped. 
into the flashlight case to make up the battery. There 
are still a few special types and sizes of flashlight bat- 
teries, but the unit cell has done much to simplify the: 
3 retailer’s stock. 

' Other uses for dry cells are met by the standard dry 
3 cell and the steel-case battery. The standard dry cell is. 
made in several different types, although maintaining the 
same external appearance and dimensions. It is the in- 
ternal construction and chemical characteristics that are 
changed from one type to another, so as to make one cell. 
more suitable for ignition and radio, another more suit- 
able for bell and buzzer work, another more suitable for 
telephone service, and so on. 

While there are several different types of standard dry 
cells, the trend is decidedly toward a single type of good 
all-round characteristics, in order to simplify the dealer’s 
stock. Obviously, this standardization on a single type 
Pred i makes it possible for the dealer to turn over his entire: 
Satara ram YOR A Oe stock that much more frequently, and insures a fresh bat- 
. a tery for the purchaser at all times. 

The metal-case battery is intended for all purposes re- 
quiring two or more dry cells in series. It is only neces- 
sary to connect two wires to the binding posts, and the 
ab hana ee $4 ag Fae | battery is ready to operate. The metal case protects the 

cells from mechanical damage and from moisture. A bat- 
tery of this kind is particularly adapted for tractors, small 


The ‘Battery Season 1S here! automobiles, motor boats, gas engines, blasting, fire and’ 


burglar alarm systems, bells, signals, small lights and 














. _ so on. 

ogee IS the time to feature Red | There is a good deal in merchandising dry batteries— 

Seal Batteries! Red Seals for | much more than can be told in a single issue. In subse- 

ignition on motor boats; Red Seals | quent issues we shall tell ndaggta) to stock and merchan- 

, _ dise all kinds of dry batteries so that you will not over- 

on tractors for plowing; Red Seals _ look these big profit-makers. If you are already handling 

for stum p-bl asting; for spraying- | batteries, we hope to tell you how to make more out of this 

-| ll f h ‘ b }] f _ business; if you are not handling them—well, you are 

machines, for the doorbells o losing time and money, and we shall convince you to that 
new houses _ and of COUTSe, always effect, in very short order. 


for radio. 


The illustration shows the 
March mailing in the Red Seal 
Window Display Service. Use it 
in your window together with a 
display of Red Seals to speed up 


battery sales. 


Sell after dark 


ODERN lighting makes windows sell. 
No attendance necessary. No waste. 
I am a Tork Clock. I turn electric lights on 
and off regularly. © Send for free copy of 
my Tork Manual, which tells how to figure 
value of your windows and how to use it. 





ANHATTAN 
ELECTRICAL SUPPLY CO. INC. 


NEW YORK CHICAGO ST. LOUIS SAN FRANCISCO 


Rs ANAT TAN AND RED SEAL PROCS | 





TORK COMPANY, 8 W. 40th St., N. Y.C. 
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The Edison Lighting Institute 
(Concluded from page 13) 


panels, heretofore making up a white wall, swing around 
and produce a brown wall, with an immediate decrease in 
the illumination of the room. 

And there is still much more to the Edison Lighting 
Institute—enough of intense interest to write a book on 
the subject. But, in the first place, space is limited here, 
and, in the second, we want you to see the Edison Light- 
ing Institute for yourself. The institute is open to all who 
are interested in lighting in any of its phases. So, when 
you are in the general vicinity of New York, don’t fail 
to run out to Harrison on the Hudson River tube trains, 
and secure your share of the knowledge, selling ideas, in- 
spiration and enthusiasm which will be yours after a visit 
to this remarkable institute. Need we say more? 





Evolution of Electrical Selling 

(Concluded from page 15) 
As soon as one enterprising retailer displayed something 
new, they were after it. Thus, somewhat like the snow- 
ball, retailing expanded and developed beyond the con- 
fines of the “straight electrical trade.” This was also 
fostered by competing manufacturers who entered the lists 
to find that the old line corporations had a strong hold on 
the regular retailers, and they, perforce, had to go out 
and stimulate newcomers to enter the field. 

Speaking of the development of electrical merchandising 
in what was formerly classed as non-electrical stores, my 
friend had this to say: “Look around you; see that drug- 
store on the corner? There’s a window full of electric 
‘flat’ irons, percolators, heat-pads, immersion heaters, curl- 
ing irons and toasters. All placarded, all dressed up in 
Sunday cartons just as attractively as any other mer- 
chandise. 

“Look at that cigar-store. You can buy radio parts and 
flashlights, where a few years ago they would have waved 
you outside. That sporting goods shop over there—ditto. 
The department store around the corner—‘anything and 
everything electrical.’ And a few years ago they were 
put to it to sell a toaster or sad-iron. Find a hardware 
store, and ten to one you’ll be able to buy fuse-plugs, bell- 
ringing transformers and portable lamps, as quickly as 
screws and nails. That’s your answer to the question 
‘what is happening to electrical merchandising of small, 
and large wares?’ ” 

[Tus is Part I of the interesting discussion on the 
changes that have taken place in the merchandising of 
electrical goods. Mr. Woolley will conclude his able dis- 
cussion in Part II, which will appear in our next issue.— 
THE EDITor. ] 
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Write for prices. 


KILLARK ELECTRIC MFG. CO. 
3940-48 Easton Av., St. Louis, Mo. 
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yer x your customers be your guide. 
They will buy these wonderful values. 


To appreciate these new models—see 
them—try them. 


No lowering of Dayton Fan Standards. 
Quantity production has made quality pos- 
sible at these prices. 


The new ceiling fan is also another big 
seller. 


The Dayton line of fans has never been so 
com lete as now. Large and small oscillat- 
ing fans—non-oscillating fans—ceiling fans— 
ventilating fans: The best in thirty-six years’ 
experience. 


Get YOUR share of the big business which 


Dealers in Dayton Fans will do this year. 


The Dayton 
Fan and Motor Company 


DAYTON, OHIO 










PRODUCTS 


“Trade Winds” contains many 
splendid merchandising ideas (Be aot 
which will help you. ee 


RADIO 
\ 









DAYTON FAN & MOTOR CO., Dayton, Ohio. 


Without obligating me in any way send me 
a copy of “Trade Winds.” 


Name 
St. N as 
— seiiniieninaihimiiai eet ——~— 
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AN ALL-YEAR MARKET 


ice are indications that this year the so-called 
“summer slump” in radio will be less conspicuous. 
Better and more interesting broadcasting, better 
and more easily owned radio receivers, these are con- 
tributing their share to the improvement. But it’s up 
to the manufacturer and the dealer to build up this 
valley in the year’s selling curve. 





In the new line of Paragon Receivers saleability has 
been developed to the last degree. High radio quality 
—the quality that has made Paragon an envied name 
in the industry. A complete range of popular priced 
models. And the backing of popular national adver- 
tising. 


The dealer who persists—who displays, talks and 
thinks Paragon Receivers—without regard to the so- 
called seasons or “slumps’”—is going to profit. And 
the entire Paragon organization stands ready to help 
him profit—help him with co-operation of the strong- 
est kind. Write for practical suggestions that will 
help make radio sets all year sellers in your store. 


ADAMS MORGAN COMPANY, Inc. 
11 Alvin Avenue, Upper Montclair, N. J. 


PARAGON 


REG.U.S. PAT. OFF, 


RADIO RECEIVERS 


NEW PARAGON THREE 


‘48:5 














Look for the 
Red Triangle 


Three tubes that do the work of 
four on stations within wide range. 
Excellent speaker volume. Clear 
tone. Single dial control. Ma- 
hogany, 17 in, long. 





NEW PARAGON 





TWO 
$2 Y fs 
Two tubes, Single dial tun- 


ing. Clear, strong speaker 
tone on stations within mod- 


NEW PARAGON FOUR F° 


‘65 


A four-tube, long distance receiver of al- 
most unlimited speaker range. New Para- erate range. Phone range 
dyne Circuit, non-radiating, Quick sharp practically unlimited. Ma- 
tuning—single dial. Mahogany, 17 in. long. hogany finish, 11 in, long. 
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his Quality Iron Will 
Make You Money 


—And that is what you are in business for—to make money. The Hold-Heet family tree 
hangs heavy with quality electrical appliances that have been profit makers for thousands 
of dealers for years. As good will builders they have always led. This is the ancestry 
of the king of all irons—Hold-Heet. 

Quality is a trite word with some. To us its importance is never secondary. We 
could make a cheaper iron but then it wouldn’t be a Hold-Heet. Just examine a Hold- 
Hect iron closely, note the sturdy general construction, the exclusive steel face, the new 
comfort handle and the many other features that make it the best iron buy today. If 
standard make irons were selling for $2.00 Hold-Heet would still be the biggest bargain 
at $6.50 in the industry. Actual tests give the Hold-Heet iron first place in low current 
consumption, quick heating and uniformity of heat. 


HOLD-HEET 
Backs Up Every Sale You Make 


A two year guarantee goes with this great iron and Hold-Heet never fails to make 
good. No dealer will ever have to carry the burden if a Hold-Heet product does not 
live up to its name in every way. Years of electrical appliance specialization and growth 
have proved that our policy is right—right for the consumer, right for you, right for us. 

All Hold-Heet dealers are entitled to a free supply of our window displays, counter 
cards, circulars, window news poster service, etc. Write direct for them today. Check 
over the numbers in the border; if your stock is low order from your Hold-Heet Jobber. 


RUSSELL ELECTRIC CO. 





The World’s Largest 340 W. Huron St. 
Manufacturers of : 
Lamp Socket Heating 
Devices 
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LIST 


Popular demand kept sales up to pro- 
duction. Production increased —and 
price came down. Now at $18, the Ra- 
diola Loudspeaker is your biggest 
feature for quantity sales. And quality 
is its selling force as much as price. 
It is known from coast to coast as 
the Loudspeaker that means finest 
tone with any set-—-and fame every- 
where as the Loudspeaker sold with 
RADIOLAS, and contributing to their 
success. 


The Radiola Loudspeaker at $18 is 
your biggest selling feature right 
now ! 


Radio Corporation of America 


Sales Offices: Suite No. 643 
233 Broadway, New York 


10 So. LaSalle St., 28 Geary St., 
Chicago, III. San Francisco, Cal. 

















